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REFLECTORS AND STORE 
LIGHTING UNITS WILL HELP 
YOU SELL MORE MERCHANDISE 
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DIRECTS LIGHT SCIENTIFICALLY 
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Wax figures that portray the 
charm and grace of American 
womanhood. Above all, wax 
figures that were created and 
constructed with the one impor- 
tant idea of displaying clothes 
well, 

Besides they are adjustable, 
interchangeable and washable. 
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Creators of Display Equipment for over 70 Years. 
63-65 West 36"Street, NewYorks. 
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Frequency of Display Changes 


S the value of window display become more 
apparent the finer points of the medium 
begin to receive attention and debate on 
the proper utilization of its opportunities 
waxes warm. As old as the history of 

trade and barter, yet new in the development of its 
possibilities, window display has no recorded experience 
that will serve as a gauge of the vitality of its “copy.” 

When the progressive retailer endeavors to deter- 
mine how long a particular window will retain its pull- 
ing power, he is forced to gather his conclusions from 
personal observation. Quite logically he seeks to get 
the utmost out of his displays by intensive and effec- 
tive methods. In this connection there is an impres- 
sive note in the announcement of an eastern merchant 
proposing a daily change of display, especially in view 
of a similar declaration from the offices of a mid- 
western concern. 

This course is fraught with many pitfalls for it 
initiates a policy that the average retailer cannot af- 
ford to undertake without mature deliberation. There 
is much room for thought and analysis, and The 
DISPLAY WORLD would welcome the ideas and ex- 
periences of merchants, displaymen and advertisers 
pertaining to this departure. 

Many instances of neglect of display changes have 
come to our attention. Particularly is this true of 
special sales where the display is retained after the 
merchandise on which attention has ‘been focused has 
been entirely sold out. - 

Frequency of change is at first glance a move in 
the right direction, but this policy can be rendered as 
ineffective as a-less alert program if caution is not-em- 


ployed. It is much more safe to assume that all the 
reader public will scan a newspaper ad in the course 
of a day than that all of the potential window shoppers 
who may be expected to view a display will see it in 
a twelve-hour period. It is said that at least 50 per 
cent of the passersby at a given location are the same 
from day to day, but, one the other hand, the‘remain- 
ing 50 per cent, the daily transients, are after all the 
largest field for the merchant’s exploitation. While 
daily display changes would undoubtedly rivet popular 
attention upon the experimenter’s offerings, there is 
an unavoidable hazard that the gains to be derived 
from the “go and see it” urge of patron to patron 
would be lost if the window change occurred before 
adequate “coverage” by this form of advertising was 
obtained. On one hand rests a transitory gain from a 
unique and daring adventure; on the other is the 
possibility of increased cost in covering the field 
through losing the value from “copy” revised before 
the entire buying public interested in the window has 
been influenced by it. 

Clearly, no rule can be established that will apply 
with equal force to the mass of retail establishments. 
The type of merchandise marketed and the extent 
of the territory served must ultimately govern. The 
county seat theatre is satisfied with a one-night 
“stand” for an attraction that in larger cities may con- 
tinue for weeks with undiminished box office receipts. 
The same sterling programs that bring thousands 
nightly to the metropolitan movie palaces barely sur- 
vive the test of a two-day run in the suburban houses. 
Let the flow of humanity past your windows and the 
character of your offerings determine your policy. , 




















THE DISPLAY WORLD April, 1 





Re | 
ey 


The KOESTER SCHOOL 


adds to its course, instruction on the use of the 
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INTERNATIONAL 
UTAWL 


This machine is the most helpful device ever invented for the 
Window Display Department. It can be used to cut out ot wail 
board an endiess variety of designs such as grills, lattice, scrolls, 
doors, windows, panels, screens, balustrades, pilasters, flower 
boxes, lamps, cutout figures, posters, draping stands wall! placques, 
post decorations, stencils, cutout letters, cutout decorations such 
as ships, flowers, grotesque figures, silhouettes, etc., etc. 


Complete “Cutawl” Instruction 


This machine is now installed in our classroom, and complete in- 
struction and demonstration can therefore be made. The student 
can also actually operate the machine. 
A great number of window and post decorations have been made 
up and can be copied by the students. 


Only School in the World 


giving complete instruc 
tion in 





Window Display 
Retail Advertising 
and Card Writing 


Write for interesting 
Literature 





Above is shown backgrounds with an over- 
lay of scroll work cut out by the “Cutawl.” 


The KOESTER 
SCHOOL 


314 S, Franklin St. 
Chicago 










At the right is shown a decorative ship cut 
out of wallboard with the “Cutawl.” 







In the Window Display 
Center of the World 
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New Flit Display Features Cartoon 


Novelty Is Secured With Mutt and Jeff Cartoon and Thus Public’s 
Widespread Interest in Comics Is Capitalized 


By C. L. BOWMAN 
Vice President, Stanco Distributors, Inc., New York City 


HE 1925 Flit window display was a de- 
cided success and you will undoubtedly 
recall that it featured the Flit health 
squad of eight wooden soldiers. These 
colorful soldiers were so attractive and 

created such a favorable impression among the trade 
and public that we decided to retain them this year. 

In a sense, therefore, the new 1926 display, here 
illustrated, is a“@evelopment of last year’s display 
in that the soldi@fs are retained, but the main motif 
is built around a Mutt and Jeff cartoon by Bud Fisher 
with the caption, “Mutt and Jeff Join the Health 
Squad.” 

It is felt that the public is always interested in 
comics, as is attested that there is not a newspaper 
in the country that does not feature its comic pages 
and depends upon them for holding and building cir- 
culation. With the use of the cartoon as the main 
attraction, we ought to be able to capitalize to a great 
extent on this great public interest . 

In order to get a real sales message into the dis- 
play we had to accomplish it in a unique way, because 
the story of insect annoyance and damage is not par- 
ticularly pleasant. The means presented itself in the 
suggestion that it be depicted by cartoon and to no 
less a personage than Bud Fisher was assigned the 


A Model Installation of the New Flit Display That Promises to Be a Great Success 


task of depicting why Mutt and Jeff joined the health 
squad to get rid of insect pests. 

Mutt and Jeff are shown staging a fierce battle— 
Food vs. Flies. Then going into the kitchen they find 
that they cannot wash the supper dishes because 
roaches have taken over the entire place. Mutt and 
Jeff do not find much comfort in bed because mos- 
quitoes have awakened them at three o’clock in. the 
morning, and when they go to put on their clothes 
they find that moths have eaten every garment they 
possess. 

Supperless, sleepless, clothesless, Mutt and Jeff 
wander down the street in the cold dawn. They see 
a billboard advertising that Flit kills flies, mos- 
quitoes, roaches, ants, bedbugs, etc., and proclaiming 
the injunction, “Join the Health Squad.” They imme- 
diately rush to a recruiting station and become two 
new recruits “in the army” that is to do battle with 
the hordes of household pests. 

This display was selected from among twenty- 
five submitted, as it was considered the one possess- 
ing the greatest human interest combined with the 
most telling sales appeal. It is somewhat of an inno- 
vation in display work, but the few tests we have 
made of the new display seem to justify every con- 
fidence we are putting in it. 
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Diamond Jubilee A Big Sales Event 


Store Makes Wonderful Civic Event of Its Seventy-Fifth Anniversary 
Backed Up With Gorgeous Pageant and Special Window Displays 


By A. W. WOOD 
Advertising Department, The F. & R. Lazarus Co., Columbus, Ohio 


EVENTY-FIVE years of successful busi- 
ness existence and constant growth surely 
should afford an occasion for some at- 
tention. The F. & R. Lazarus Company, 
Columbus, Ohio, alive to the importance 

of such an event to the public and the community, 
began early to plan for making this a gala day for 


~ Columbus. 


The big merchandising tie-up was planned for 
March 1 in a well-heralded “Seventy-Fifth Anni- 
versary Sale.” Splendid cooperation was obtained 
through the advertising and news columns of the 
local press and the citizenry of Columbus became 
highly interested in every phase of the event. 

The feature was the so-called pageant of prog- 
ress, which unfolded to the public the progress Co- 
lumbus had made during the past seventy-five years. 
This “Seventy-Five Years in Columbus” parade was 
a gorgeous spectacle and took place on the Friday 
preceding the sale. The parade was divided into sec- 
tions as follows: 

Leading Division: This division was headed by a 
mounted police escort, followed by a thirty-piece 
American Legion band, then four hundred singing 
High Towners (members of a boys’ club, sponsored 
by our boys’ shop), wearing crepe paper hats of the 
club colors, orange and gold. Next in line was float 
No. 1, which was given over to an old-time fiddler, 
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A Feature Display, by A. Matzer, Display Manager, That. Played a. Part in the Success: Achieved 


known to us as “Old Uncle Joe.” He represented the 
character pictured on the cover of the song dedicated 
to the store in honor of its seventy-fifth birthday. 

1851 Division: Headed by a float which contained 
a cage of live deer, on top of which sat eight Indians 
in full dress. Next, an old stage coach drawn by four 
horses and occupied by young men and women dressed 
in costumes of 1851—hoop skirts, three-quarter coats 
and “beavers.” Then a float bearing a reproduction of 
the first Lazarus store, which was only twenty by 
forty feet. 

1890 Division: This division was headed by two 
old vehicles, one a carry-all, and the other an old 
depot cab, in which rode people in costumes of 1890. 
Another old-time vehicle of the nineties bore an old 
character of Columbus, who purchased his wedding 
suit from the Lazarus store over sixty years ago and 
still has the trousers and vest. Next in line was an- 
other float bearing a mammoth painting of the Laza- 
rus store as it appeared in 1890, when the floor space 
had grown to approximately 85,000 square feet. An- 
other unusual feature of this division was an exhibit 
of many old-time bicycles, including some which are 
more than seventy-five years old, many of them being 
made entirely of wood. On account of the decrepit 
condition of these bicycles a float was provided for 
them. 

1909 Division: This division featured an old tally- 
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ho, bearing a number of young men and women in 
costumes'of 1909. There was also an old buggy type 
automobile over twenty years old. Also an old fire 
engine of the man-power type, which was pulled by 
eight firemen, dressed in red flannel shirts and big red 
helmets, as of old. Then another float depicting the 
Lazarus store of 1909, when the floor space had grown 
to approximately 156,000 square feet. 

1926 Division: This division was probably the most 
elaborate of all, headed by a twenty-piece brass band, 
followed by a very beautiful float, which bore the first 
baby born in 1926, our diamond jubilee year. The next 
in line were four floats depicting various activities of 
our High Towner Club, as follows: Wrestling, box- 
ing, club rooms and orchestra. These were followed 
by such modern features as latest type safety bus, Red 
Top cabs, new Packard straight eight, and _ trick 
cyclist. Then a float which showed the greater Laza- 
rus store, including the annex now under construc- 
tion, to be completed in August, more than doubling 
our present floor space and giving us a total floor area 
of 456,000 square feet. Last, but not least, was a 
float of the modern age, on which were the Lazarus 
diamond jubilee quartette, exponents of the Charles- 
ton and one of the hottest jazz bands in town. 

The parade was staged at four o’clock in the after- 
noon, so that all school children might have the op- 
portunity of seeing it. It proceeded over a route 
which was confined to the business section of Colum- 
bus and was viewed by many thousands of people. 


In connection with the pageant, A. Matzer, the 
display manager, was called on for his best coopera- 
tion and several feature displays did ample justice to 
the event. One of these displays featured the gowns 
that were worn by the models on the New Year’s eve 
float. A silver cloth panel background was used, 
draped with silver ribbons and mirrors of various 
sizes, held by two of the wax figures dressed in 
gorgeous gowns of silver metallic cloth, also spotted 
with mirrors. The central figure was dressed with the 
famous robe worn by Miss America and loaned 
through the courtesy of the Atlantic City Beauty 
Pageant Committee. Natural palms and ferns added 
to the splendor of the setting. 


Another novelty window display featured the song 
written especially for and dedicated to the event, 
entitled “When Old Uncle Joe Brings His Fiddle and 
Bow.” Copies of the song were placed on sale at 
cost, nine cents a copy, and should assist in making 
it a national hit. A life-size cut-out of the old-time 
fiddler was the center attraction, conforming to the 
cover design of the song. The background was black 
satin and draped with two dolls dressed in taffeta 
holding the curtains aSide. 

The entire battery of display windows were espe- 
cially trimmed with merchandise announced in the big 
Sale advertisements and unveiled on the Sunday pre- 
ceding the sale. That the plans for the sale were 
superbly handled is attested by the fact that the total 
amount of business done on Monday alone, the first 
day of the sale, was more than that done during the 
entire biggest month during the first year the Lazarus 
Company were located in its present building. 
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This event offers very sound proof that the growth 
and progress of a city’s retail establishments is a part 
of the public life of any city and that occasions like 
this should secure the most enterprising thought of 
the store’s executives. After all, the city’s general 
welfare is directly dependent upon its commercial 


prosperity. 





Victor Believes In Display Value 


Operates Complete Display Department for Serving Its 
Dealers and Sales Results Justify the Effort 


By EDGAR G. HERMANN 
Adv. Dept., The Victor® Talking Machine Co., Camden, N. J. 


HE Victor Talking Machine Company believes that 
original and striking window displays play a most 
important part in the retailing of Victor products. 
Knowing the attractive force of a good window, 
we do everything in our power to encourage dealers to lay 
special stress on this feature of our business. We furnish 
an unending succession of window cards, posters, banners, 





An Effective Display Suggestion for Victor Dealers 


streamers, portraits, lithographed cut-outs of our artists, and 
other like material. 

Every issue of our private trade journal, “The Voice of 
the Victor,” contains a reproduction of an attractive window, 
together with directions for obtaining the materials and set- 
ting up. Such windows are most often based upon the 
issuance of a new model Victrola, of new records, or upon 
some special season or holiday particularly favorable to the 
sale of our products. 

Necessarily, our displays must have universal possibili- 
ties, they must be adaptable to the smallest, as well as the 
largest window among some thousands of dealers. 


With such a problem facing us, we must discard many 
fine ideas for reasons of cost, location or space. Working 
with such factors constantly affecting us, the setting up of 
windows has become a science as well as an art with us. 


Dealers take a keen interest in this service: of’ ours,i as 
the many photographs of window displays received here prove 
to us. Some of these show results obtained through our sug- 
gestions; others contain novel presentations of dealers’ own 
conceptions which often we pass on to the rest of the trade 
by reproduction in our house organ. 

We maintain a studio in charge of a competent photog- 
rapher, window dresser and show card writer, where ‘we 
actually set up every window to be recommended to the trade. 
When we have assured ourselves that the window is prac- 
ticable we photograph it and publish it. 

When dealers write us and say that a certain window 
actually induced a given number of inquiries and sales, then, 
indeed, we come to realize how powerful in its silent sales- 
manship, how valuable in dollars and cents is the display 
window. 
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Constructive Display Help for Dealers 


National Advertiser Insures the Success of Its Spring Shopping 
Concentration by Emphasizing Importance of Window Display 


By C. B. Tooley 
Sales Promotion Manager, McCallum Hosiery Co., Northampton, Mass. 


E have found a great sales stimulator for 
spring hosiery business in an event we 
style, Spring Shopping Concentration. Its 
success is due chiefly to the close coor- 
dinating of the four prime factors in good 

merchandising: (1) National advertising in the princi- 
pal publications; (2) window and counter display tie- 
up on the part of dealers; (3) local newspaper and 
store support for national advertising; (4) enthusiastic 
personal salesmanship behind the counter. 

Of particular interest was the quality of our win- 
dow display cooperation, which was attractively pre- 
sented to the trade with a four-page broadside, entitled, 
Window Display Suggestions. 

This included the reproduction of four dignified 
and artistic model hosiery trims by no less a display 
artist than Harold-L. Braudis, display manager, Mee- 
kins, Packard & Wheat, Inc., Springfield, Mass. 
These displays were installed in a dummy show window 
at our plant and well photographed so that their re- 
production in the broadside would show up to best 
advantage. 

The displays though effective were executed as sim- 


ply as possible so as to prove of greatest value to all 
types of merchants. To afford a direct tie-up with our 
product and our national advertising we supplied 
dealers with high-class display material, consisting of 
one large poster, two smaller posters and a new pris- 
matic counter sign and an attractive counter display 
frame with arm attachments for displaying hosiery. 

As a further aid to the dealer in planning and exe- 
cuting hosiery trims we included a discussion of the 
display of hosiery by Mr. Braudis and in making our 
folder as interesting and educational as possible we 
have won more support than otherwise. Mr. Braudis’ 
article follows as we believe it is full of thought and 
ideas for every live dealer: 

Hosiery is one of the most important accessories of 
the costume of Madame and Mademoiselle. Because 
of this, it has gained valued prominence in the display 
world. The hosiery of today is manufactured in such 
beautiful shades that it is possible through displays to 
create desire by means of attractiveness in arrangement. 

A study of the merchandise must be made in order 
to discover its marked features as to the importance 
of new shades and the difference in texture. In con- 
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Four Model Display Suggestions Executed by Harold L. Braulis, Display Manager for McCallum Hosiery Company. Top 
Left: An Attractive Yet Simple Arrangement for a Hosiery Window With a Direct Advertising Tie-up. Top Right: A 
Showing of McCallum Evening Shades—the Wax Figure Adds a Distinctive Style Appeal. Bottom Left: A Showing of 
McCallum Hosiery for Street Wear With a Unique Touch in the Arrangement of the Wax Figure and the Dog. Bottom 
Right: An Attractive Merchandise Display Featuring the Season’s New Hosiery Colors 
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junction with this, it is a good plan to follow out the 
advertising schemes of the brand which you are show- 
ing. This will form a more striking impression of the 
prominence of the article in the mind of the shopper. 
It will also link the purpose of your display with the 
prevalent national advertisements. An attractive poster 
adds greatly to the display. When well-arranged it is 
beneficial to add decorations of harmonizing colors. 
The window-shopper of today is greatly interested in 
the make of the merchandise. A display stressing the 
maker always brings good results. This is obtained 
by using advertising matter which is supplied by every 
progressive concern. 

Hosiery should be displayed in harmonizing tones. 
It should carry its full value as to its neatness and 
beauty in every pair. In draping hose over a tee-top, 
be sure that each pair is carefully pressed. Let the 
merchandise carry the graceful line by working several 
pairs together, blending the different shades from light 
to dark and having each pair drape the same way. 


A hosiery form here and there with the seam per- 
fectly straight up the back of the leg adds greatly to 
the attractiveness of the trim. It is not good taste to 
use the full length leg form as this not only ruins the 
merchandise but also is not at all appealing. The half 
length leg form is much more attractive and more true 
to form. 


In the display of hosiery, keep the height of your 
merchandise practically on the level with the eye of 
the window shopper. The neatness of the merchandise 
and the fixtures well displayed in units make up an at- 
tractive merchandise trim. 


When laying out a hosiery display, be sure that 
both ends of your trim are equally balanced keeping 
your units graduated in height. The proper atmos- 
phere which is a most important feature can be ob- 
tained by using a wax figure properly gowned accord- 
ing to the hosiery. For instance—the figure is very 
attractive wearing an evening gown or a smart street 
costume or she may be dressed in lingerie according 
to the purpose of the hosiery that is being shown. At 
the proper seasons, a display of hosiery of the street- 
wear shades or a showing of evening and lingerie 
shades invariably creates desire and demand which 
results in an increase of sales in these particular lines. 


Keep in mind that an over-crowded display is never , 
attractive and lessens the appeal from the very start. 
The question of price tickets is usually governed by 
the prevailing policy of the store. If used, be sure that 
they are small and dignified and at the same time ap- 
pealing. 

Always try to increase the selling value of your 
article through the attractiveness of your display. Sur- 
prising results can be‘obtained if these points are car- 
ried out. Bear in mind that you are showing the mer- 
chandise to attract the window shopper to purchase. 
If your hosiery display has beauty it is bound to attract 
attention of the passerby who invariably will became 
a customer. 

In your McCallum display, feature the fashion, style 
and quality, all of which make a great impression with 
the passerby. Above all, accentuate the name “Mc- 
Callum” so that after creating a desire, you will have 
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results in the line which you are using as a keynote of 
your display. 

There is no medium of advertising that is so preg- 
nant with possibilities as window display, but manu- 
facturers must come to realize that only best kind of 
material will be acceptable to merchants today, who 
themselves have developed a keener sense of the value 
and importance of their show windows. 





HUMMING BIRD DISPLAY WEEK ANNOUNCED 

The Davenport Hosiery Mills, Chattanooga, Tenn., makers 
of Humming Bird pure silk hosiery, have announced the week 
of April 26 to May 1, inclusive, as National Humming Bird 
Display Week. Last year the week was a marked success, 
over 4,00) dealers in every part of the country participating 
in the event, and almo$t without exception were enthusiastic 
over the sales results secured. 

The dates this year were selected because they take in the 
third week followirig Easter week, when display windows are 
free from the feature Easter displays. Displaymen generally 
will have a better opportunity to devote exclusive windows to 
hosiery. The weather is usually warm at the time and timely 
for a successful hosiery merchandising events. 

Five hundred dollars in gold and a hundred other prizes 
will be awarded for the best window displays. The stores of 
the United States have been divided into two groups. Group 
one will consist of stores located in cities of 25,000 popula- 
tion or over. Group two consists of stores in cites under 25,000 
population. In each group the awards will be identical. First 
prize, $100; second prize, $75; third prize, $50; fourth prize, $25. 
The next best fifty displays will be awarded one man’s artist 
smock outfit complete, consisting of smock with black artists’s 
tie, similar in design to those worn by the leading painters 
and artists in the east. 

The contest will be judged by the Chappelow Advertising 
Agency, St. Louis, Mo. The company will provide all con- 
testants with an assortment of the most beautiful display 
material ever offered and in addition many merchandising 
stunts will be suggested so that every merchant may make 
the event a great sales success. 





MEMPHIS CLUB ELECTS 1926 OFFICERS 

The Memphis Display Men’s Club, Memphis, Tenn., has 
elected the following officers for the current year: J. Brons- 
ing, Bry-Block Mercantile Co., president; A. Bear, J. Gold- 
smith & Sons, vice president: E. L. Darnell, Phil A. Halle, 
secretary-treasurer. A complete entertainment and educa- 
tional program has been provided that will make their weekly 
meetings at the Claridge Hotel full of interest. 





NEW OFFICERS FOR MARION CLUB 


At a rousing annual meeting of the Display Men’s Club, 
Marion, Ohio, elected the following officers for the ensuing 
year: Otis Harriman, Uhler Phillips Co., president; Paul 
Byers, vice president; Pierce Haflich, Henney & Cooper, sec- 
retary-treasurer. The meeting was addressed by several busi- 
ness men of the city, showing the interest and appreciation 
of better display standards by the merchants themselves. 





METROPOLITAN CLUB’S NEW OFFICERS 


The Metropolitan Display Men’s Club of Greater New 
York chose the following officers at a recent meeting at the 
Hotel Astor: Richard Dougherty, Stewart & Co., president; 
James Gilson, Abraham & Straus, vice president; Ralph Cook, 
Worth’s, financial secretary; Jerome Jaffrey, Sperry & Hutch- 
inson, recording secretary; Howard Littell, L. Bamberger & 
Co., treasurer. It was the largest attended meeting for 
some time. 





COMPLETE CATALOGUE BY OLD KING COLE 

Laminite Displays is the ttile of a complete catalogue 
just issued by Old King Cole, Inc., Canton, Ohio, showing 
their extensive line of improved papier mache specialties for 
windows, interiors, marquees, floats, theatres and conventions. 
Hundreds of designs are illustrated, including shields, 
plaques, busts, human figures, animals, and other items. 
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Inspiration Brings Display Success 
Prominent Display Manager Discusses the Value of Display Contests 


as Inspiration to Greater Display Accomplishment 


By JOSEPH H. MARSHALL 
Display Manager, The Boersma Co., Chicago, IIl. 


HE displayman of today gets his inspiration 
from many sources. Sometimes it reaches 
him unawares; sometimes it is sought out 
in a methodical way. Holding, as I do, 
that the great field of display is among the 

best of the world’s mercantile arts, we who present our 
displays for purely practical purposes may still follow 
_ the same guiding principle which rules the work of the 
artist who works with palette and brush. There must 
be a genuine inspiration and love for the work at the 
basis of every display. 

Once you sense. the advantage of getting ideas from 
other sources, your observation becomes keener and 
natural and you begin to recognize and appreciate the 
myriad ideas which are about us all the time and which 
in time may be applied to our own display creations. 

For myself, I find no greater inspiration for my dis- 
play work than entering every national contest that I 
possibly can. If our store carries the national adver- 
tiser’s line of goods, my mind immediately gets to work 
planning the display. Visualizing one’s ideas in ad- 
vance is a gift that comes from training. How will the 
display look when it is installed, will it attract the pass- 
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A Selling Yet Artistic Display of Gloves by Joseph H. Marshall, a Difficult Class of Merchandise to Handle Well 


erby, will it be an advantage to our store, will it sell 
the merchandise, are all questions which come vividly 
before me and which govern my participation in the 
contest. 

I firmly believe that national advertising through 
window display is fundamentally store advertising at 
its best. It embodies the elements of the printed adver- 
tisement plus the advantages of depth and color and 
best of all the actual display of the merchandise. But 
there is still something more important, the sales effort 
is taking place right at the point of sale. 

I make it my purpose to study for days what setting 
to use so as not to dominate the display. The best way 
to display the merchandise to advantage, how to get the 
best results, for that is after all the purpose of the dis- 
play. All successful displays must create a desire in 
the prospective customer to buy the merchandise shown. 
Then I consider my chances for capturing one of the 
major prizes. Not for the sake of the prize alone, for 
its value cannot be measured in dollars and cents, but 
for the inspiration and honor that comes from success- 
ful accomplishment in any undertaking. That’s where 
the inspiration is produced and accounts for the fact 
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that display contests are without question for the bet- 
terment and advancement of the display profession. 

Never enter a display contest without taking the 
matter up with the head executive, getting his con- 
sent and ideas as well as the department manager. As 
a rule I get much encouragement from them and this 
in itself is a wonderful aid. Any successful store policy 
niust be one of mutual cooperation, interest and service. 

Often one will hear other displaymen say: “What’s 
the use of entering such and such a contest? It is use- 
less to compete against the big city stores.” I, for one, 
say, “Nonsense.” The average displayman who is a 
student of his profession and carefully reads such pub- 
lications as The DISPLAY WORLD and studies the 
work of other displaymen, need but have confidence in 
his own ability to insure success. Do not mistake me 
in interpreting this to mean that one should imitate the 
other fellow. It does mean that through study one may 
learn his own virtues, broaden his horizon and most of 
all add to his general fund of knowledge. 

Thus display competitions are an aid to display 
work and I suggest the more general participation of 
displaymen in all national contests. The displayman or 
the executive in any other field who believes that his 
own talent or genius is ample to provide for all his 
needs narrows himself to the confines of a very small 
compass. 

In Wilson Bros. national display contest held last 
December, open to all merchants and displaymen, it was 
my good fortune to capture second prize. I remember 
that when planning and talking this trim over with the 
department manager he thought it would be impossible 
to successfully compete with the bigger stores. But I 
gave him to understand that, if a contest is conducted 
honestly, it is not the size of the store or the reputation 
of the displayman that counts, but the merits of the 
window display itself. : 

I particularly prize my winning of The DISPLAY 
WORLD trophy in the 1925 Display Merchandising 
Contest. The previous year I had received honorable 
mention, but I made up my mind I would win top 
honors, and I did. 


At a recent meeting of the Chicago Display Club I 
had the good fortune to hear a very brilliant man tell 
of his success in the display field, rising from small city 
jobs to one of the most important branches of display, 
the direction of display activities for the national ad- 
vertiser. It was a treat to hear his talk on the great 
advantages of ever forging ahead and he is to be ad- 
mired for his success which resulted from hard work. 
His good fortune is fully deserved. Such brilliant dis- 
playmen are a credit to the profession... He gave great 
credit to the International Association of Display Men 
for the excellent work it is doing. 

In the winning of twenty-three prizes last year, I 
do not hesitate to say that I owe much of my success 
to the careful study of all display ideas that come to 
my attention. Every displayman can advance more 
rapidly by reading and. studying the trade journals. 
There you find reproduced the. most artistic display 
creations throughout the country. And‘by all means 
benefit by the urge for better and greater effort that 
Is generated by one’s participation in the national dis- 
play contests. 
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New Mechanical Window Exhibit 


A Novel and Unusual Exhibit for Window Display 
That Will Add to the Prestige of Any Store 


: By W. BERGHORN 
Service Dept., Consolidated Selling Co., New York City 


HE Consolidated Selling Company, New York City, 
has just released a new mechanical window ex- 
hibit which is securing the interest of retailers 
everywhere, even the largest department stores be- 
ing anxious to secure it for display. It is being scheduled 





Postex Exhibit in Window of Gimbel Bros., New York City 


from dealer to dealer and bookings are now being made far 
in advance. 

It is a miniature reproduction of the main building of the 
Postex Cotton Mills group, Post, Texas, the home of the 
well-known brand of Garza sheets and pillow cases. 

Broad acres devoted to cotton surround the Postex Mills 
and the display is a faithful reproduction, even to the field 
of cotton in the foreground. In the great open background 
of sky, the soft, white exhaust from a soaring plane forms 
the word “Garza,” while far in the distance looms the giant 
chimney of the mills. 

From one side of the exhibit emerges an automobile 
truck loaded with raw cotton which enters the mill. The side 
of the main building is complete with windows, nine of which 
have been replaced by transparencies. Additional windows 
are in the elevated skylight, where a well-written description 
of the respective processes is shown. As the motor truck 
comes into view, the upper part of the mill is lighted, and 
immediately the transparency below shows the picking mgr 
chine, the first process in the making of cotton cloth. A 
section of the wall then gradually lowers and reveals, a 
sample of cotton as it comes from the picking machine. In 
a second or two the wall closes and the second transparency 
shows the carding machine, following which comes another 
sample of cotton, illustrating the progressive refining method 
used in the preparation of raw cotton. Seven additional 
series show, in proper sequence, the processes of roving, 
spinning, warping, weaving inspection, bleaching, the making 
of sheets and pillow cases and the packing of merchandise, 
ready for shipment. 

As the last transparency is illuminated, a freight car on 
which is distinctly printed, “Carload of Garza and Pillow 
Cases for (Name of Store)” comes into view. 

The review consumes about three minutes. The mechanism 
reverses automatically and pictures again, step by step, the 
interesting story of a cotton fabric. 

The entire display is well thought out. It measures seven 
feet three inches in length, two feet eight inches wide, and 
two feet six inches high, or four feet nine inches high* with 
the background ‘in place for display. It is quickly erected, 
easily adjusted, and equipped with both alternating and direct 
current motors. To operate it, all one has to do is to adjust 
the motor to correspond with the current used by the store, 
make contact by means of an ordinary electric socket, and 
turn on the current. 
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Hoover’s Successful Display Contest 


Rapid Development of Dealer Use of Window Displays Is Shown 
‘ in Wider and Better Display Execution 


By L. C. MERRIMAN 
Editor Sales Publications, The Hoover Co., North Canton, Ohio 


HE Hoover Company sponsors 

an annual window display con- 

test during Hoover Week, a 

period set apart early in De- 

cember each year for intensive 

sales effort, and which is backed up with ex- 

tensive national advertising. These con- 

+tests in past years have attracted a great 

deal of attention on the part of dealers and 

displaymen and have been uniformly suc- 

cessful. The most recent contest, however, 

set a new mark, entries being received from 

practically every state and from Canada. 

There were more than two hundred entries 

and by far the greater number of them were 
of exceptional merit. 

In fact, it is fitting to take particular no- 
tice.of the excellency of the display presen- 
tation effected, which is full proof of the 
growing importance of display work, the advancement 
of the art of display and the greater appropriations 
merchants ,are allowing for their display departments. 

Many dealers accompanied their entries with letters 
which told how the displays were effective in stimu- 
lating business and there is no doubt but what the dis- 
plays featured by dealers during Hoover Week con- 
tributed substantially to the very large Hoover busi- 
ness during December, a volume which broke all resale 
records for any month in our history. 

The contest was sponsored by the advertising de- 
partment and was merchandised to dealers by means 
of broadsides, letters and publicity in Hoovergrams, 
our dealer publication. 

The prize winners were as follows: First prize, 
$100.00, John T. Mackey, display manager, The Her- 







$50 Prize, Won by Leslie D. Slack, Display Manager, 
Wurzburg Dry Goods Co., Grand Rapids, Mich. 





First Prize, Won by John T. Mackey, Display Manager, 
The Herpolsheimer Co., Grand Rapids, Mich. 


polsheimer Co., Grand Rapids, Mich.; second prize, 
$85.00, E. A. Mattson, display manager, Citizens Gas 
& Electric Co., Council Bluffs, Iowa; third prize, 
$70.00, V. E. Shepard, display manager, Central Hud- 
son Gas & Electric Co., Poughkeepsie, N. Y. $50.00 
prizes: F. Howard App, display manager, Daniels & 
Fisher Stores Co., Denver, Colo.; Wayne L. Poland, 
display manager, Dresslar Hardware Co., Los Angeles, 
Cal.; A. Matzer, display manager, F. & R. Lazarus Co., 
Columbus, Ohio; Leslie D. Slack, display manager, 
Wurzburg Dry Goods Co., Grand Rapids, Mich. 
$25.00 prizes: Boggs & Buhl, Pittsburgh, Pa.; Half 
Bros., Homestead, Pa.; Public Service Electric Co., 
Camden, N. J., and Valley Electrical Supply Co., 
Fresno, Cal. 

As usual in a contest of this kind, many excellent 


$50 Prize, Won by Wayne L. Poland, Display Manager, 
-Dresslar Hardware Co., Los Angeles, Cal. 
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$50 Prize, Won by A. Matzer, Display Manager, 
F. & R. Lazarus Co., Columbus, Ohio 


THE HOOVEF 


Vi 
OF atue THE YEAR 


wie 


entries did not get into the prize money, even though 
there were meritable displays, and it is quite possible 
that the producers of these windows may feel that their 
entries should have been on the prize list. However, 
the judging of the windows was very carefully handled 
and solely on merit. 


The Hoover Company wishes to thank the many, 


participants in the contest and who aided in producing 
such a splendid group of attractive and ef- 
fective window displays. We believe that 
all were repaid by the increased business re- 
sulting from their efforts. 

Our success in securing such effective 
displays for our product as result from our 
display contests can be attributed largely 
to the general development of window dis- 
play presentation and the excellency of the 
display helps which we furnish. 

We have come to recognize in displays 
one of the greatest supports to our other 
merchandising and advertising efforts, and 
have been careful to observe the advance 
in its use. Our observation, as a manufac- 
turer having several thousand dealers 
among department stores, electric and mis- 
cellaneous dealers, is that dealers generally 
become more appreciative of the use and 


Second Prize, Won by E. A. Mattson; Display Manager, Citizens 


Gas & Electric Co., Council Bluffs, Iowa 
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Third Prize, Won by V. E. Shepard, Display Manager, Central Hh 
Hudson Gas & Electric Co., Poughkeepsie, N. Y. 
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$50 Prize, Won by F. Howard App, Display Manager, 
Daniels & Fisher Stores Co., Denver, Colo. 


value of display space as national advertisers more 
and more seek its use. One might say that the manu- 
facturers themselves have been a considerable factor 
in educating the merchant to the value of his show 
window space. 

Much progress has been made the past year, and 
in increasing numbers dealers are giving more thought 
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to conceiving the type of displays that 
really sell. They are tying in with result- 
ing benefits with other publicity efforts. 
It is this closer coordination of the vari- 
ous factors in the advertising campaign 
that is going to bring the best results to 
all concerned. 

Especially marked has been the prog- 
ress in a field where the dealer is not 
equipped with the customary display acces- 
sories, the public utility field. However, 
the fact that the electrical trade is winning 
more of the Hoover prizes from contest to 
contest is sufficiently expressive of the 
progress that is being made. Window dis- 
play, therefore, one might say, is being 
properly developed and used in every type 
of retail business. 
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Window Displays Win Over Daylight 





Use of Proper Artificial Lighting Improves the Drawing Power 
of Displays During Daylight Hours 


By H. W. OLCOTT 


Publications Committee, Commonwealth Edison Co., Chicago, Il. 


RE your window displays the valuable ad- 


juncts to sales effort that they properly — 


should be, or do they serve merely as 

makeshift mirrors for vain and jaunty 

pedestrians? A surprisingly large per- 
centage of the show windows of retail merchants in 
the downtown districts of such large cities as New 
“York and Chicago, fail altogether of the first designa- 
tion. Merchants everywhere seem wholly incog- 
nizant of the fact that when they illuminate their 
windows only at night, they are neglecting an in- 
valuable opportunity for attracting the vastly greater 
number of window shoppers and potential customers 
that pass their stores in the hours of daylight. 

In spite of the fact that in these busy areas the 
bulk of the traffic is in the daytime, in the great ma- 
jority of cases artificial lighting of show windows is 
designed for night use only, and all too frequently the 
equipment provided makes no difference to the day- 
light appearance of the windows, whether turned on or 
off. 

For example, 150-watt lamps in the best window 
lighting equipment placed on one-foot centers would 
provide in a medium depth of window an intensity 


Display of Millinery With Effective Use of Colored Background to Offset Daylight Reflections 








of perhaps 100 foot-candles (a foot-candle is the light 
given by one standard candle one foot from the object 
illuminated), whereas, on the street itself, there may 
be several thousand foot-candles, and the sunlight 
entering the window may produce an intensity of 200 
foot-candles or over. Psychologists say that the eye 
instinctively looks toward the brightest lighted areas. 
If this is so, then the public looks in the street and 
not in the window, but if it does look in the window 
the view of the merchandise is probably obscured by 
daylight reflection of objects in the street and the 
street itself is imaged in the plate glass. 

It was upon discovering the great prevalence of 
this neglected opportunity that the Commonwealth 
Edison Company, which supplies electric light and 
power in the city of Chicago, was induced to embark 
several months ago on a series of elaborate experi- 
ments in cooperation with certain of its prominent 
retail lighting customers. 

Several leading retail merchants of the city were 
invited to exhibit goods in one of the large show win- 
dows of the Edison Company for a period of two 
weeks each. The window, which was chosen as a 
laboratory, faces directly west, and in the afternoons, 
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especially during the summer months, the conditions 
are severe for daylight and reflections off the plate 
glass. The goods of each exhibiting merchant were 
lichted and decorated by experts of the Edison Com- 
pany. This window was originally provided with one 
row of ceiling outlets containing 100-watt lamps on 
12-inch centers with silvered glass reflectors. The 
illumination was doubled at the start and all ceiling 
outlets placed on alternative circuits and connected to 
a portable switch box whereby the lamps could be 
thrown over to either a fixed or flashed source of 
supply. In addition, ten 400-watt spotlights were in- 
stalled. 

Special care was exercised in the selection of only 
the most attractive equipment. Instead of being 
trained on a stand of merchandise from ten to twenty 
feet distant, wherein most of the intensity is lost, 
spotlights were placed out in front of the merchandise 
and brought within very close range. Since the gela- 
tinous tinting of spotlights screens out from 95 to 98 
per cent of the generated light, it was not found ad- 
visable to use colored spotlights to any large extent. 
Spill shields were utilized to eliminate the view of the 
lamp filament and also to do away with excess 
“splash.” 

Some of the most effective methods employed in 
the tests and the results derived are described by 
E. D. Tillson, chief testing engineer of the Common- 
wealth Edison Company, and under whose principal 
direction the tests were undertaken. In a paper, sub- 
sequently presented before the Illuminating Engineers’ 
Society, he says: 

“The first display, arranged as illustrated, con- 
sisted of millinery furnished by the Edson-Keith 
Company. The background was produced by muti- 
lating Coles Phillip’s well-known lamp calendar and 
shellacing it on the condensor of a projection lantern. 
Some gelatine was crumpled up and stuffed around 
the lens to obtain a colored cloud effect surrounding 
the silhouette, which stood out with great distinct- 
ness and easily carried across the width of the street. 
In addition to this, four of the most attractive hats 
were selected and spotted in rotation, using colored 
screens most in harmony with the respective hats. 

“Stoppage was taken on this window for the fol- 
lowing intervals: 10 to 10:45 a.m., 12 to 12:45 noon, 
4 to 4:45 p.m., and 8 to 8:45 p.m. In each case a 
day or so was allowed to elapse so that the newness 
of the window had somewhat worn away. Also, in 
making the check the investigator stood off at some 
distance so as not to be in front of any particular 
window, as we all know that one man standing close 
to the glass will soon collect others. The drawing 
power of this window for one typical day was as 


follows: Average of Five 


Time Millinery Adjacent Windows 
10 to 10:45 a. m. 17 34 
12 to 12:45 noon 478 70 
4to 4:45 p.m. 170 41 
8to 8:45 p.m. 91 18 


“The illumination of one hat in particular was so 
intense that it had the appearance of being incan- 
descent and attraetd more attention than any of the 
Others, - 

“The next window attempted was a woodland 
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scene. The thought was to stretch dark-colored tarle- 
tan in several planes, one behind the other, separated 
by a distance of about six inches, and to fasten a 
limited amount of foliage on this material. The 
tarletan is practically invisible under ordinary over- 
head lighting. When grazed with amber spotlights 
in a slanting direction the effect of sunlight stream- 
ing through smoky atmosphere is obtained; that is, 
it is obtained in the laboratory, ‘but, unfortunately, 
it was a failure in the window because it was not 
sufficiently powerful to compete with the daylight re- 
flections from the plate glass. 

“The next display was that of men’s clothing, fur- 
nished by Hart, Sckaffner & Marx, clothiers. Three 
types of men’s wear were exhibited, namely, sporting 
wear, evening dress and street wear. The evening 
wear was placed in front of a red velvet background. 
Behind this group of merchandise and between the 
merchandise and the red velvet a battery of red spot- 
lights was placed so that the clothing stood out 
against a background of deep red. Stretched between 
the wings was a luminous sign constructed of wine- 
colored glass beads and bearing the exhibitor’s name. 
Clear spotlights were arranged behind the wings and 
caught the beads at such an angle that the light was 
partly reflected and partly transmitted through the 
beads, which showed up brilliantly even in daylight. 

“The stoppage on this window was as follows: 


Men’s Average of Five 
Time Clothing Adjacent Windows 
10 to 10:45 a. m. 90 25 
12 to 12:45 noon 210 36 
4to 4:45 p.m. 100 18 
8to 8:45 p.m. 29 9 


“Women’s hosiery was selected as the merchandise 
for a fourth display. For this display a scintillator 
was employed, using a standard three-panel back- 
ground, part of the stock-in-trade of every window 
trimmer. White muslin was stretched in vertical folds 
over the panels of the background, and in front of 
the muslin was placed a number of vertical strings of 
antenna wire, to which were soldered diamond-shaped 
pieces of bright tin overlapping each other somewhat. 
The background when set up was tilted forward at 
the top. This allowed the pieces of tin to move freely 
in a breeze provided by a desk fan concealed below. 
In front of the panels was arranged a semi-circle of 
portable spotlights fitted with color screens of the 
primary colors. As the pieces of metal moved 
rapidly, a bright flash of all the colors danced up and 
down and across the background and with consider- 
able carrying power, even under strong daylight. 

“The stoppage on this window was as follows: 

Average of Five 


Time Hosiery Adjacent Windows 
10 to 10:45 a. m. 333 43 
12 to 12:45 noon 520 101 
4to 4:45 p.m. 100 20 
8to 8:45.p. m. 102 30 


“Other exhibits were attempted with varying de- 
grees of success. Some manifested unusual drawing 
power, while others did not attain the popularity which 
had been hoped for them. As a result of this unique 
series of tests, however, many local merchants were 
led to seek the advice of the company’s staff of illumi- 
nating experts regarding the proper method of light- 
ing their display windows, 
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Unified Displays Best Sales Makers 


The Unit Idea in Successul Display Presentation Is the Result 
of Experience and Adaptable to All Merchandise 


By JOHN J. BELL 
Display Manager, The Burrows Brothers Co., Cleveland, Ohio 


HE heterogeneous display is a thing of the 
past, because display art has advanced 
beyond that stage. It is well known that 
the busy passing public can be interrupted 
only with poster effects, the sharp, clearly 

defined presentation of a single idea. Furthermore, 
the artistic presentation is greatly improved when the 
~ subject at hand is unified, and that is why the unit 
idea in displays predominates today. It enables one 
to better impart the store’s warm and welcome feeling 
that is so essential in effective display presentation. 
We have a very diversified line of merchandise, 
consisting of small sundries of various kinds, such as 
are generally found in the complete book and sta- 
tionery business. Stationery, books, juvenile sundries, 
office supplies, leather goods, artists’ materials, kodaks 
and fountain pens are among the goods we feature. 





Use of Original Poster Featured This Book Display 


In displaying such a varied line of merchandise we 
have found that it pays to change trims every four 
days. 

The display featuring the book, “Lorna Doone,’ 
gets its greatest attention value by the use of an 
original oil painting of one of the story’s illustrations. 
Mulberry color velvet is used for ornamentation. 

The passerby looks eagerly for something new 
every day, and I can safely say that if our displays 
were not changed at least once a week they would 
soon lose their pulling power. Good displays, in clean 
windows and bright lights, properly focused, can look 
at you and smile. That’s what the people want today 
more than ever before. It is the pleasant invitation 
expressed in the store’s displays that will get the pub- 
lic into your store, if only to look around. 

The display for the magazine, “Physical Culture,” 
with one week’s display made a very splendid show- 
ing. It is surprising how a display of this kind will 
immediately show an increase in sales for the item 
displayed. The color scheme was blue and white to 
correspond with the cover of the book. In window 





Novelty of This Display Responsible for Its Success 


display color plays a very important part. In the 
case of books the same color scheme should prevail 
in show cards and drapes, using not more than two 
colors at one time. 

The book used here is the magazine type with 
flexible cover and cannot be placed on end, so fixtures 
of special make are used to display it properly. All 
books used in the display relate to health and physical 
culture. 

The display featuring the two dresses was not for 
a ladies’ specialty shop. It features crepe paper. It 
has a real touch of spring, showing two dresses, two 
hats, roses, carnations and table decorations, all crepe 
paper, of course. Every article was made from crepe 
paper on sale in the store by those in charge of the 
department. Such a display is of interest to school 
teachers and-the public who are making decorations 
for parties, dances and other events. 

Novelty is a great force in successful display. 





Unity Adhered to in This Fine Magazine Display 


When this display was first shown the store received 
many queries as to whether it was opening a dress 
department. They were surprised to learn that the 
merchandise was made from crepe paper; proof that 
the novelty idea is effective in display work and gets 
business. 
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Starthn ng 
Window 
Effects 


Nothing attracts 
‘attention more 
than LIGHT— 
glowing, radiant, 


powerful LIGHT. 


The No. 88 Hippo 
window floodlight 
with its brilliant beam 
of colored or white 
light quickly draws a 
crowd about the dis- 
play window. 
Sell the Hippo—it is a 
real sales getter! 


The X-Ray Hippo window floodlight uses the efficient eee soil aveaien “4 

500-watt Mazda lamp. A color screen with sheets of CHICAGO 

amber, blue, green and red gelatin is optional equip- 31 W. Forty-Sixth St. 3113 W. Sixth St. 

ment. The Hippo may be used with cord and plug scala ae 
(not furnished) to screw in standard socket. 














The “Center Spot Beam” of the 
Hippo has an approximate in- 
tensity of 50,000 c. p., and may 
be focused on any desired object. 


PO 


50000 Candle Power/ 
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Distinctive Ideas for Backgrounds 


Individualize the Store Front With Unusual Backgrounds and 
Then Watch the Results in Increased Sales 


By E. J. SHORT 
Retail Display Specialist, Danville, Va. 


PRING is the season of the year that is 
without question the most important occa- 
sion for the merchant in promoting sales. 
Everybody is refreshed with the balmy 
weather and thoughts turn to outdoor life 

with new and manifold apparel requirements: Fashion 
is really on parade and too much prominence cannot 
~ be given by the retailer to his show windows. Man, 
woman and child alike is enthralled with a new spirit 
and new apparel is a very serious thought with nearly 
everybody. It is the time when nature unfolds and 
bursts forth in all its glorious, new colorings. 

It is up to the displayman to make his best show- 
ing, for the success of the store is so greatly dependent 
upon the message that the store front delivers to the 
passing public, which does the buying, especially 
when the season makes the public so receptive to style 
suggestions of all kinds. 

Too much similarity among window displays and 
their backgrounds, particularly at this time of the 
year, minimize the selling power 
of what could be otherwise the 
unuusal. With this thought in 
mind every progressive merchant 
and displayman should be spurred 
on to greater efforts. To indi- 
vidualize a store’s win- 
dow presentation and lift 
the atmosphere of the 
store front out of the 












































designed and carefully executed background setting. 
Here one has a splendid opportunity to produce dis- 
play effects that are at the same time artistic and 
distinctive. 

Decorations and foliage for this season should be 
light and airy. The most suitable colors to use are 
pink, white, light green, lavender, light yellow and 
pale golds; in fact, all pastel tints can be used appro- 
priately. Get away completely from the somber hues 
of winter. Make a complete change of the entire store 
front, even to the color of the show cards. 

Efforts along these lines are bound to react in the 
store’s favor and will have a gratifying effect on sales 
volume. Style tendencies are conveyed to the public 
by means of the show window, and one cannot afford 
to overlook the best merchandising medium at the 
command of the store. Though your permanent back- 
grounds be the finest that can be obtained, add a 
touch of new life with a center setting of some kind. 
Get the life and spirit of spring into your show win- 
dows and the time and effort thus 
spent will be adequately rewarded. 
Once you have carried out a dis- 
play program of this type, you will 
be inspired to continued efforts in 
this direction and you will almost 
invariably secure the 
hearty support of the 
store management. 

While it is to be re- 





rank of the mediocre, 
there is no more valuable 
medium than a_ well- 


















gretted that there are 
still some merchants in 
business who maintain 





A Background Suggestion.for Ladies’ Wearing Apparel by E. J. Short 
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44g Chicago affords the most complete Display Equipment and Decoration Market in the 





THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 


Everything in Display Fixtures 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 





' World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 
Air Brushes and Accessories 


THE SPANJER-JANES co. 
1160 Chatham Court 


Distinctive Display Decorations 





REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. COo., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 
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A Particularly Interesting Background Suggestion for Lingerie by E. J. Short 


that time, effort and money spent on better window 
display presentation does not pay, one often wonders 


how they‘'remain in business. Happily their number is 
growing less and less every day, and, as competition 
incrase, they will fall by the wayside, the prey 
of the more progressive retailers who are capitalizing 
on the wonderful potency of well-dircted display 
efforts. 

A new standard is being set for the display profes- 
sion as a whole, a standard that is making greater de- 
mands for original thought and more study, but this 


is to the benefit of all concerned, for it is the result 
of greater appreciation of the part that window dis- 
play plays in present-day merchandising and for the 
men that are keeping pace with this new era of display 
utilization are to be found greater opportunities for 
the self-expression of their talents and greater com- 
pensation. It is this great development of window 
display advertising in the years to come that should 
inspire the doers and thinkers in the display profes- 
sion to greater accomplishments, for there will be 
ample financial rewards for the leaders. 


Background of Green Silk Velour in This Shoe Display by Mr. Short Was Very Effective 





1926 








ult 
lis- 
the 
lay 
for 
m- 
OW 
ild 
eS- 
be 


April, 1926 





New York Office: 
1140 BROADWAY 


THE DISPLAY WORLD 


Are Your Windows 


OME windows “stand out,” create comment and arouse 
a buying urge in the crowd. Three factors are re- 
sponsible—the displayman’s art, the merchandise dis- 
played and last, but not least, the materials used in making 


‘ these decorations compelling and attractive. 


“Sol” Fabric is a wonderful foil in the hands of the skilled 
displayman. Its wide range of plain and beautifully de- 
signed effects in 36 rich, lustrous colors, perfect draping 
body, and remarkably low price, make it ideal for his 
every purpose. 

In 36 guaranteed fast colors, imported “Sol” Fabrics are 
loomed and dyed by England’s ablest weavers. A house 
renowned for the excellence of its fabrics for over one 
hundred years. If, for any reason whatever, “Sol” Fabric 
fades, we will replace not only the material, but refund 
all actual labor costs as well. 


We wish to emphasize our prompt service in delivery. A 


. complete stock of every color and width insures our cus- 


tomers immediate shipments. Your satisfaction is our 


greatest concern. 


Samples and color chart upon request 


S. M. HEXTER & CO. 


Sole Owners 
CLEVELAND, OHIO 


Satines 


Ramies 
Velours 


1 NWN 
4FABRICSS 
BRIGHT AS ™ SUN WEARS FOR EVER 


ATP YANWWSS 


Mohairs 


“Bringing Them Inside?” 


Remarkable dis- 
play results ob- 
tained with 
“Sol” Fabric, 
by the Durnil 
Dry Goods 
Company, of 
Muskogee, 
Okla. Read 
the unsolicited 
letter of appre- 
ciation that at- 
pears below. 





Durnil Dry G 


Muskoge, c, 


3-2]. 25 


47 Fount 


Com 
Ob Pany 
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Window Displays Sans Merchandise 


Success in Handling Displays for Public Utilities and Kindred 
Enterprises Prove Ingenuity and Genius of the Displayman 


By E. V. BOYD 
Display Manager, The Deisel Co., Lima, Ohio 


ON’T squirm restlessly at the hollow idea 
of window displays without merchandise, 
for it is nothing new in the development 
of the art in these days when so much 
is said and heard about institutional ad- 

vertising. The statement that window displays with- 
out merchandise are the most difficult type of display 
execution will get the support of most experienced 
displaymen. These are the displays that take concen- 
trated thought to solve, and the displayman who has 
the ability to concentrate is rich in the acquirement 
of this asset. The displayman that can concentrate 
is a wonder. Did you ever try to start the old brain 
working and have it balk like a flivver on a zero 
morning? Again, did you ever start the think tank, 
and, like the salt machine in an ancient fable, couldn’t 
stop it? Just a flying merry-go-round, going so fast 
you couldn’t even grab a single idea from it? 

As a brain mechanic I don’t qualify at all, but I 
have an idea that success lies in patience. 

The man who can concentrate for five minutes 
might solve his problem in that time. But with pa- 
tience most of us can solve it in a day or a week, 
and, with the idea clearly decided upon, we can go 
ahead and develop it, simplify it, strengthen it, figure 
the dimensioins, proportions, color schemes, lighting 
effects, build it, install it. And then we are either 
going to hear nothing about its merits from the boss 
or a whole lot from some flunky in the store, who 
will tell us all about how it should have been done. 
In any event, be sure to study your own work, analyze 
it, and you will find in this course the greatest educa- 


DIVIDENDS 
6 CUSTOMERS 


WEST ONO GAS C2. 
Preferred Stock 


Two of E. V. Boyd’s Displays for the West Ohio Gas Company That Proved the Adaptability of Window Display 


tion you can get and the greatest means of self-im- 
provement. 

But what I started out to say was that the series 
of displays installed for the West Ohio Gas Company, 
Lima, Ohio, went a long ways in putting over a recent 
stock selling campaign. This company needed the 
windows badly, the time was short, and the only as- 
sistance they could offer was some stock selling liter- 
ature, a few pretty stock certificates, and carte blanche 
to get something good in the windows right away. 

After considerable brainstorming, a series of six 
or,more windows were planned and installed, two of 
which are illustrated here. The idea of the “fishing 
window” was that the West Ohio Gas Company’s 
stock at 7 per cent was the biggest fish in the puddle, 
so why try to catch the little fellows when the big 
7 per cent fellows were to be had? The use of spot- 
lights and colored effects assisted greatly in the at- 
tractiveness of the display. The idea could have been 
elaborated on by building a tank for real water, hook- 
ing the line to an oscillating fan would pull the float 
in and out of the water, and thus produce greater 
realism. ‘You are offered a partnership in this busi- 
ness” was the feature of the other display pictured 
here. Its greatest pulling power was brought out by 
bright colors in the pages’ costumes, backgrounds, 
posters, flower decorations and show cards. 

Another window of the series emphasized the idea 
that “this $1,000,000 plant will work for you.” A solid 
light blue background was used, in front of which was 
a large silhouette poster of the gas plant, this painted 
(Continued on page 27) 


Wik Haile 


DIVIDENDS 


CUSTOMER 


WEST OH GD 


P Ti Preferred x 
ae 
ay “as Pings P 





April, J 


i 








ri. —— 





a a ST CA nm BD ww ID 









1926 


> 
a 


-im- 


ries 
ny, 
‘ent 
the 
as- 
fer- 
che 


ea 


aS 
a(| 












A pril, 1926 





THE DISPLAY WORLD 


23 











The interesting Christmas display shown above illus- 
trates only one of the unlimited types of display effects 
that can be produced on the CUTAWL. This is a 
production of Mr. H. D. Haines, Display Manager for 
Leitzinger Bros., of Clearfield, Pennsylvania, who 
writes as follows: 


“Under separate cover I am mailing you photos of 
some of my work in which the Cutawl was a big factor, 
and will say there is no end to the many uses in which it 
can be put to. 


“It sure is a great time and money saver. Would not 
be without one.” 








High sales value 
in low cost displays 


Every Display Manager who is 
required on a limited sum to 
produce effective displays needs 


THE INT 





RNATIONAL 


CUTAWL 


With it beautiful and complicated designs otherwise 


impossible, become easy and inexpensive. 


Hun- 


dreds of users of the CUTAWL are constantly 
attesting that the machine pays for itself almost 


before it is paid for. 


Write today for details of 


how you can try the CUTAWL yourself for 


15 Days on FREE Trial 


THE INTERNATIONAL REGISTER CO. 


13 South Throop Street 


CHICAGO 


























No. 5102— 6” Shoe Display Stand. 

No. 5129— 9” Shoe Display Stand. 

No. 5130—12” Shoe Display Stand. 

No. 5131—15” Shoe Display Stand. 

. 5144—Shoe Top for Pat. Dis. Stands. 
No. 5139—9” Patented Display Stand. 

No. 5125—Small Heel Rest. 

No. 5146-—-Card Holder. 

No. 5140—12” Pat. Display Stand. 


SO: 90 NIN Ci & Co bor 
Z 
° 


Write 
for 
Prices 
and 
Terms 








JEANNETTE GLASS CO. 
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Can’t Wear Out and Seldom Break 


Display Fixtures Should Display Merchandise 


NOT THEMSELVES 
The Display Fixtures shown are carried in open stock and are packed to order. 


10. No. 51414%—14” Round Top. 
11. No. 51401%4—12” Round Top. 
12. No. 51391%4—10” Round Top. 
13. No. 514414—Conf. Top for Pat. Dis. Stand. 
14. No. 5091—15” 
15. No. 5090—12” 
16. No. 5089— 9” 
17. No. 5088— 6” 
18. No. 5143—Oval Top for Pat. Dis. Stand. 


Display Pedestal. 
Display Pedestal. 
Display Pedestal. 
Display Pedestal. 


A Few 
Choice 
Territories 
Open 
for 
High-Class 
Repre- 
sentation 





Jeannette, Pa. 
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Testing [pana Window Displays 
Getting the Most Out of Your Window Displays Is Sure and 
Certain When Actual Tests Precede Production 


By LEE H. BRISTOL 
Advertising Manager, Bristol-Myers Co., New York City 


EALIZING that it is practically as impor- 
tant to have a good plan for merchandising 
displays to the trade as it is to have a 
good display itself, we set ourselves to the 
task of securing a sales story for our dis- 
play materials based upon actual facts. 
Our salesmen are now in a position to say something 


- like this to the retail druggists: “This is our new 


‘Phantom Dentist’ display. Use it in your window a 
week and at least one out of every ten people who pass 
will look at it. Your Ipana sales will increase about 
400 per cent.” 

It is our conviction that a window display may be 
counted upon to produce direct sales through its own 
selling ability and further, that it produces a very cred- 
itable return in the form of sales from people who have 
been, figuratively speaking, half sold by our periodical 
advertising, a point which we stress in the presenta- 
tion of our displays. 

Readers of The DISPLAY WORLD may be in- 
terested in learning how we determined which of our 
display ideas would be the most effective and the way 
we set about to get facts which would enable us to pre- 
sent our displays with such positive assurance to the 
trade of their ability to produce business. 

We took our three most promising ideas and made 
them up in the form of full-sized sketches, lettered and 
hand-cut. Then three typical towns were chosen: a 


New Jersey town of 5,000 population, a Connecticut 
city of 30,000 and one in New York of 35,000 inhabi- 
tants. In each town a drug store was selected, not be- 
cause of a choice locality but a store that might be fairly 
stated to represent the majority of the country’s stores 
and the average desirable location. None of the stores 
offered a cut rate that would compete with the displays 
in producing sales and therefore offer any unusual 
stimulus. 

Before the curtain arose on our test windows, we 
had ascertained the dealer’s average weekly sale of 
Ipana by checking his invoices for the past few months. 
His stock was then noted, and it being ample, we began 
our tests. 

A display was installed in each of the three stores; 
each display, of course, involved a different idea. Dis- 
play No. 1 was “any good tooth paste ad” at its best; 
enough fear-invoking copy to switch the average per- 
son’s thoughts to his teeth and their care. Display No. 
2 was, literally, “short and sweet,” a pretty picture and 
just a smack of copy. Display No. 3 tied up with other 
Ipana advertising and, with a plenteous portion of well 
written copy, told a story in full for those inclined to 
tarry and gave a broad hint to those in haste. All the 
displays were illustrated and all consisted of three 
pieces. 

The tests were completed in six weeks, the three 
displays being rotated between the three towns. For a 


GONE elmo 


Y 
,00 


TOOTH PASTE 


Stimulates your 
Sums while it 
cleans your teeth 


Tests Proved That This Ipana “Phantom Dentist” Display Will Increase Druggists’ Sales 400 Per Cent 
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IPANA 4, 


TOOTH PASTE 


April, 1926 









April, 





















THE DISPLAY: WORLD 25 


Be Prepared for the 
Floral Parade Season! 


Send For 
Schack’s Big Parade Book Today 





1926 April, 1926 
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a SCHACK’S BOOK Make arrangements now! It is not too soon! Schack’s 
“er se Cages 8 Big Parade Book is the most valuable book ever published 
Floral Parade,” Tells 4 x 7 

we ¥en Bacar Mave: Bee on the subject of Floral Parades. This book illustrates the use 

y How a Suc ’ vie x 
of ciasial Wanaka Ghaube of Schack’s world famous ‘““EXCELLO” and hundreds of 
hs. Be Organized. other kinds of decorations specially designed for Floral 


ran 
Send for it Today. Parade use. 


Send for this Parade Book Today 


es; 
ui —Ask for Book D—IT’S FREE. 
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: 1 |SCHACK ARTIFICIAL FLOWER CO. 


Vo. 
nd Main Office and Factory Downtown Salesroom 
ler 134-140 N. Robey St. CHICAGO 63 E. Adams St. 
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ie One of Six Good 
Eye-Catching Windows 
for any kind of store 


ENNISON’S “Window Bulle- 
tin” contain$ full directions for 
installing this, and five other attrac- 
tive displays, suitable for any kind of 
merchandise. Send for it. It is free 
to display men and merchants. So is 
the useful little book, “Some Lessons 
in Window Decorating,” which 
shows you how to make crepe paper 
tubes, rosettes, nets,and other beauti-_—_: 
ful decorating accessories. pert ema oe LO ay Ren Re aie ee Sone 











DENNISON’S, Dept.- D 41, Framingham, Mass. 


Please send me the “‘Window Bulletin” and“ Some Lessons 
in Window Decorating.” 













Just send the coupon: 


Both booklets are free. m iii inh 
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Illustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Plants, Sedium Sprays and Ivy Vines. 


No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 


Convince yourself by sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 























With Color-Lite, $13. In- 
cluding 4 gelatines, one each, 
red, lue, green, amber. 
Portable base, $1 extra. 
For your special window displays you should have “Pittsburgh” 
WINDO-SPOT with Color-Lite equipment. Write for free 
booklet-—“Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 
403 Bowman Bldg., Third and Ross Sts., Pittsburgh, Pa. 


Pittsburgh” 
REFLECTORS 
STAY BRIGHT 




















week after each showing the windows were allowed to 
“lie fallow” so that the results of the different display 
ideas would not become confused. 

Here are the cash register returns of our tests: 

Display No. 1 increased Ipana sales 205 per ceiit. 

Display No. 2 increased Ipana sales 249 per cen‘. 

Display No. 3 increased Ipana sales 394 per cer. 

I’m not sure, but perhaps some of us might here 
raise our eyebrows, push up our chins and slowly nod 
when we realize the “fear copy” model had run a bad 
third, and that the much longer copy specimen had car- 
ried away first honors. 

While each display was being shown and while tlie 
store was open, a man with a pair of talliers clicked off 
the persons who passed and those who looked at thie 
Ipana window. 

Hence, the salesman’s statement to his customer, 
“nearly 400 per cent in sales and an attention value of 
11.1 per cent.” 

The above is some of the varied information we 
gathered and the method we employed. Each product, 
however, offers a different and distinct problem. For 
our part, we feel that we are no longer scratching; 
rather, we are getting below the surface. 


DISPLAY ACTIVITIES IN MINNEAPOLIS 


The Minneapolis Displaymen’s Club, Minneapolis, Minn., 
has elected the following officers for the ensuing year: Wil- 
liam Hinks, The L. S. Donaldson Company, president; P. 
Fritsche, Powers Mercantile Company, first vice-president; 
William Brink, Maurice L. Rothschild Company, second vice- 
president ; Guy Goodsell, Oates Wax Figure Company, secre- 
tary-treasurer. The board of directors will consist of Harry 
Anderson, New England Furniture Company; Carl Myers, 
Twin City Decorative Supply Company; Ed Samsell, Young- 
Quinlan Company; Sidney Anderson, E. E. Atkinson Com- 
pany, and George Gustilius, Field’s Ready-to-Wear, Inc. At 
the annual meeting the members were called on for short 
talks and it was the most enthusiastic event in the club’s 
history. All are looking for a big year in the display pro- 
fession. 


The Young-Quinlan Company will move into their beau- 
tiful new store in the early summer and will have the 
best ready-to-wear windows in the Northwest. Ed Samsell 
is sure to be heard from. 


Maurice L. Rothschild Company have just opened a com- 
plete ladies’ ready-to-wear department and are devoting the 
Nicollet Avenue front to this department. William Brink is 
putting in some classy displays with his new fixtures and 
wax figures. 


Val Thomas formerly display manager for Morrison’s, 
Inc., St. Paul, has taken charge of displays for the J. W. 
Thomas Company. He will have a fine opportunity to show 
his display talents: 

The Twin City Decorative Supply Company have moved 
their showrooms from the Plymouth Building to 724 First 
Avenue, North, giving them larger quarters in a ground floor 
location. Fred C. Waters, proprietor, is keeping things 
booming. 

The new walnut backgrounds are now installed in the 
Seventh Street windows of the L. S. Donaldson Company, 
and the windows have been deepened to eight feet. William 
Hinks, in his very capable manner, opened these windows 
with a display of silks that was the talk of the city. 

Mr. Benson has left the Dayton Company to accept the 
position of display manager with Capper & Capper, Radisso 
Hotel Building. 

Jimmie Power has been appointed display manager for the 
Powers Mercantile Company, succeeding Pete Fritsch, who 
has been promoted to construction superintendent for the 


same company. 
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Window Displays Sans Merchandise 
(Continued from page 22) 

in light yellow and dark blue, which made it stand out 

in bold relief. A cut-out man was pointing at the pos- 

ter. Appropriate display cards completed the display. 

Another window featured the fact that the stock 
paid quarterly dividends of $1.75 per share. Four cos- 
tumed pages were shown, each holding a card lettered 
with three successive months of the year, each being 
attached by a ribbon to four show cards in the front 
of the window reading $1.75. Other cards explained 
the purchase plan. 

Windows of this type are a great advantage to the 
displayman who is called upon to carry them out, for 
it is the best training that one can get for the develop- 
nent of effective display ideas. And I have found that 
they afford one real pleasure, for they are so different 
from the general type of merchandise displays that are 
being put in day after day. One gets thinking along 
new lines and this develops originality that can later 
be applied in merchandise displays. 

I took great pride in executing these windows be- 
cause the urgency with which this big public utility 
wanted these displays was, I thought, a wonderful 


_ testimonial to the value of window display advertising, 


my profession. 

Ideas aré the backbone of display and the bigger 
and better supply of them we can draw upon will, in 
the long run, determine our ability, versatility and 
value to the concerns for whom we must produce 
results. 

Every merchandise window has a story—in many 
cases several of them—and every window could be a 
feature display in both attractivness and sales ability 
if this story is put across in the right way by the dis- 
playman. Of course, we are all rushed quite a bit of 
the time, but time is a factor in our present merchan- 
dising methods, and that is why it pays to make the 
best of those displays which can be carefully planned, 
and the leftover ideas will carry one through to suc- 
cess in his rush windows. For all windows must 
have the selling punch, and, unless the display depart- 
ment can prove its worth in the yearly profits of the 
store, there would be little need for the growing im- 
portance of this medium of store promotion. 

A better and more general exchange of ideas will 
go a long ways in developing display practice and 
there is no better medium for this than through such 
publications as The DISPLAY WORLD. Let me 


close with the suggestion that more thought be given . 


to the operation of display departments on a budget 
plan. This would do more to enable the displayman to 
make the most of his expenditures, for effective dis- 
plays cannot be made without the proper fixtures, 
decoratives and accessories. 





DAILY WINDOW CHANGES PLANNED 

Fashion Corner, the newly completed home of Morris & 
Company, exclusive apparel shops, Atlantic City, N. J., is a 
departure from the conventional in that the show windows 
are in the form of individual stalls. It is planned to show 
only a single garment in each stall and to change the displays 
daily. The shop interior is finished in deep antique ivory 
and nearly all the wall space’ is mirrored, as only a few 
garments will be in view on the floor at all times. 
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Twelve Distinctive Creations in New 
Designs: of Window Display Fixtures. 


“BUILT OF GENUINE WALNUT” 
In Plain, Decorated and Hand-Carved Styles. 


“FINISHED WITH LACQUER.” 


CARRIED IN STOCK FOR PROMPT 
SHIPMENT. 


IF INTERESTED IN EFFECTIVELY SOLVING YOUR 
DISPLAY FIXTURE PROBLEMS, WRITE FOR FULL 
PARTICULARS COVERING OUR COMPLETE LINES 


Quing Show Case Works 


Quincey, Il, U.S.A, 




















500 


Cities of the United States 


CAN BE COVERED WITH 


WINDOW DISPLAYS 


THROUGH 


ONE AGENCY 


SAVES YOU TIME and EXPENSE, 
RELIEVES YOU of the ANNOYANCE 
of DETAIL and CORRESPONDENCE 


ALL DISPLAYS GO IN 


Write or wire for list of cities and other 
information 


Window Display 
Installation Bureau 


Executive Offices: 
22-23 Pickering Bldg. Cincinnati, Ohio 
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N 1906 there came from Budapest, Hun- 
gary, into the throbbing metropolis of 
New York City, a young lad named A. 
Matzer. Coming from what he believed 
to be the most beautiful city in the world 
may have influenced his desire to become a display- 
man, for in that direction he drifted by choice. The 
only way he could get a start was to accept any job 
at all, and he found himself located in the drudgery 
of Macy’s delivery depart- 
ment. He had decided to 
take this step after conver- 
sation with the head of the 
display department, who 
was no other than Mr. Rich- 
ter. After two weeks he was 
transferred to the display 
department, marking the 
beginning of a_ successful 
career in the display profes- 
sion. A few weeks later he 
had to step into the work of 
a window trimmer who had 
taken sick and arranged a 
drapery window of brocaded 
silks. The display was so 
good that the head display- 
man recognized his display 
ability and thus his career 
was assured. 

After three years at 
Macy’s, Mr. Matzer left to 
accept the position of dis- 
play manager for Kesner’s, 
also in New York City, but 
now out of existence. He 
was the youngest display- 
man with any large store in 
New York City, having 
twenty-nine windows to han- 
dle. It was one of the best 
stores in which to get experience and one of the 
hardest stores to work for as well. After fourteen 
months with this concern, he went to The Fair, Chi- 
cago, from there to Rothschild’s, now the Davis Com- 
pany, and thus had a wide experience on State Street, 
the world’s greatest avenue of display. Next we find 
him at the J]. L. Hudson Company, Detroit, and after 
seven years with Crowley-Milner’s, of the same city. 

Not satisfied with the experience received through 
the stores, he studied music, art, home decoration, so 
as to better fit him for bigger things. In 1920, he 
left for a year’s study in Europe, visiting all the 
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Who They Are and What They Say 


No. 21—A. MATZER, Columbus, Ohio 
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A. MATZER 
Display Manager, The F. & R. Lazarus Company, 
Columbus, Ohio 


April, 1926 
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leading cities. He observed window conditions in 
Europe and everything in art that would prove bene- 
ficial to a displayman. On coming back to America 
he accepted a position as display manager with The 
F. & R. Lazarus & Company, Columbus, Ohio, and 
he is located there at the present time. 

Mr. Matzer says this of the display art: “A dis- 
playman is never through with his work. He must 
study daily, must keep himself posted on all new style 
trends, watch the other fel- 
low’s work and profit by it, 
assist in every way possible 
in the store’s sales promo- 
tion, and keep posted on all 
new merchandise. Then 
the most careful attention 
should be given to every 
display regardless of its im- 
portance and his work must 
reflect the spirit of the store, 
its aims and ideals. 

“In the last number of 
years the displayman has 
really become an artist be- 
cause his work must reflect 
the prestige of the store and 
it takes skill and thought to 
maintain. a high degree of 
artistic window presentation. 

“The following list gives 
some of the work that the 
displayman cannot afford to 
overlook: (1) Plan his win- 
dows in advance for the en- 
tire week; (2) assist in all 
merchandising events; (3) 
keep posted on all merchan- 
dise and arrange displays 
accordingly; (4) secure 
originality and variety in 
all his displays; (5) keep 
a careful check on the department’s expense; (6) 
watch the little details that mean so much in suc- 
cessful display work; (7) handle efficiently the in- 
terior store displays; (8) do all exterior decorating 
that is required; (9) be able to create and design 
backgrounds for special occasions; (10) set up stage 
settings for special style events; (11) make the win- 
dow appropriation go the farthest; (12) have the 
faculty of reuse of display materials and properties ; 
(13) purchase fixtures for windows and all depart- 
ments; (14) must be capable of difficult assignments 
on very short notice; (15) keep posted on styles. 
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Add this final touch of distinctiveness / 


To top off your displays 
with a note of “class” and 


PERMANENTLY BEAUTIFUL 
—and we don’t mean maybe! 


Yes, everlastingly beautiful—easily kept clean and_ bright—always 
dignified and in perfect harmony with your displays. And remarkably 
low in price when you consider their permanence. 


No other signs can yield equal display value at equally moderate cost. 


Free Catalog and Suggestions 
The best of all hand-made bronze signs, for entrances, windows and 
interiors, are illustrated in our catalog of Newman Bronze Signs. Use the 
coupon to write for your copy of this booklet and our attractive prices. 
We will gladly suggest the style needed to display your trade name 
advantageously. ; 
Our suggestions are free of any charge or obligation. 





Bulletins and Rails 


Because we specialize in the 
manufacture of bulletin boards and 
store directories with removable 
letters, brass railings and velour- 
covered ropes, we can quote you 
very attractive figures. Please in- 
dicate on the coupon whether you 
will consider the purchase of these 
items. 


Display Fixtures 
_A new catalog of Newman Metal 
Display Fixtures will soon be ready 
to mail. It will pay you to reserve 
and wait for a copy of this valu- 
able booklet. 


This Coupon Brings 
the Data to Your Desk 
MAIL IT TODAY! 

) rt ttt tt tt tt tT EP Pee 


3 
g Send catalogs of [] bronze signs, 
ti] bulletin boards, 1 railings and 


t ropes, with special low prices. 


4 
‘THE NEWMAN MFG.CO. i. 
e My - Address... 
420 ELM ST., CINCINNATI, O. EST. 1882 co eas ee A ae 
Reserve one of your fixture cata- 
ogs 


distinction, one little thing 
is needed. Small in size, but 


great in importance—A 




















A COMMERCIAL 
FIXTURE 


Consisting of 15” Shade 

(white enamel reflecting 

surface), Globe, Chain, 

Canopy and Wiring, com- 
plete for 


$3.7 


We manufacture reflectors 
for every purpose. Show- 


d windo fizct- 
ors, flood-lighting, picture S. GOLDBERG MFG. CO. 











and art gallery lighting. q DESIGNERS AND MANUFACTURERS OF 
Sunlight Reflector Valances, Panels, Curtains, Display Novelties, etc. 
Co., Inc. 131 WEST 37TH STREET 
Establ. 1998. NEW YORK, N. Y. 
226-228 Pacific Street 141 South Wells St. S. W. Cor. Sixth & Arch Sts. 
Brooklyn, N. Y. Chicago, Ill. Philadelphia, Pa. 
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sre right down in front y r 
Peer PPPEPPTTTVPrPeeTeTNTTTTTeNTTTPTe TIITTVTRrrTTTTTTTrONTNT TOT TCO NT Cs TC 
Now you can make good signs quickly | 


to catch and hold the eye. 

We have devised cut-out alphabets using the latest styles y; 
of lettering . Each letter in the series has been specially de ~ 
\ # signed by lettering artists insuring consistently good design. M7 usnaimark 

es es 
JH “Our self-aligning feature ( PATENT PENDING) enables you 


to outline signs eposters perfectly in a few minutes. cwy 
INEXPENSIVE SIMPLE EVERLASTING 4 


M.S.NAIMARK Joe Lciteewe ee awsaseewwonnesne 


{21EAST Z23r0STREET,NEW YORKNY goo 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1, 2, 3, 4) Four of an Excellent Series of Feature Window Displays by H. H. Tarrasch, Display Manager, Stix, Baer & 
Fuller, St. Louis, Mo. Note How a Single Decorative Treatment and Atmosphere is Maintained Throughout the Series. 
(5, 6, 7, 8) Four Unusually Interesting Display Creations by Oscar F. Ryan, Display Manager, Anderson & Newcomb Company, 
Huntington, W. Va. These Portray the Originality of the Artist. Note Particularly the Hosiery and Handkerchief Displays. 
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Introductory 
Announcement! 


Two Mendeline 


New A new woven silk drapery, 
in changeable effect —a 
Creations dozen beautiful color com- 
binations. Ideal for Spring 
From and Summer displays. 


a Spring Green 
House of Silk Grass Plush 


Dependable Something entirely new, 
has a high pile; imparts 


Display on Springlike 


Fabrics Write today for samples. 


MENDELSOHN’S 
Textile Corporation 


156 West 45th St. New York City 


QUALITY + SERVICE = SATISFACTION 





























for Better Window Displays — 


Accessories 














Make Your Window Attractive With 





Artificial Flowers Glass Shelves Spot Lights 

Artificial Fruit Glass Heel Rests Strip Lights 

Baskets Grass Mats Stix-Wel Glue 

Background Papers Metalline Draping Tinsel Flitter 

Borders Cloth Thumb Tacks 

Bilt-Wel Board Pedestals Valances 

Birch Bark Strips Papier Mache Velours 

“ Novelties ; 

Card Holders : a Velour Papers 
: : Price Tickets : 

Chenille Roping Plush Vines 

Color Attachments R ms on Wood Carvings 

Flood Lights re te Wood and Metal 

Foot Lights Revolving Tables Fixtures 

ident Scenic Paintings Wrought Iron 

Show Cards Stands 


Glass Stands 


Spring Catalogue No. 41 Now Ready 


Doty & Scrimgeour Sales Co., Inc. 


148-152 Duane Street New York 
Phones: Whitehall 2737-2738 


“Everything for Better Window Displays” 























Best Illumination Always Pays 


Importance of Adequate Display Lighting Is So 
Pronounced Yet So Often Neglected 


By BENJAMIN J. MARSHALL 
Display Manager, Western Grocer Co., Marshalltown, Iowa 


HIRTY-FIVE years ago the correct method of elec- 

trical illumination was practically unknown to the 
commercial world. Then merchants depended on 

arc lights along the streets to liven up their win- 

dows. The result was, as you can easily imagine, that people 
passing by could only get a faint glimpse of goods on display. 
In those days there were no Edisons, Mazda or Tungsten 


Good Lighting Brings Poster and Packages in Bold Relief 


lamps, consequently merchants were forced to do the best 
they could with old types of lighting equipment. But today, 
unless stores have proper lighting facilities, they do not keep 
pace with the rapidly moving business world. A merchant 
entering into any worthy business today first considers the 
installation of the best lighting fixtures obtainable in his 
windows. 

The duty of light is merely a means to an end—of dis- 
closing, bringing forth and silently creating’ attention. And 
as light is lessened, so do interest, attention and desire 
diminish. Therefore, a merchant, no matter what his busi- 
ness may be, should realize the influence light has on his 
































An Example Where Proper Lighting Improved the Display 
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ultimate growth. He should consider it sound economy to 
be unstinting in his monthly appropriation of this great 
force which silently accentuates the virtues of his merchan- 
dise. 

Light to be effective and obtain results must, first, show 
and convince passersby that the merchandise-on display is 
just what it is advertised to be; second, light up the store 
front so as to attract the attention of the passerby; third, 
light up the interior of the store so that the customers may 
see the merchandise just as they would want to see it at home. 

There are a few, it is sad to note, who do not realize 
the importance that scientific, modernly controlled lighting 
has attained, but the progress being made by those who are 
employing the modern lighting is having its influence to 
convince those who formerly disregarded its value to make 
adequate lighting improvements. 

As a motto for the up-to-date merchant I would suggest: 
“Always the Best of Illumination Is None Too Good.” 





SPANJER BROS. ANNOUNCING TURNDISPLAY 


Great interest has been shown in the new display turn- 
table just produced by Spanjer Bros., Newark, N. J., and 
which has been styled the Spanjer Motorless Electric Turn- 
display. It affords a relatively cheap method of producing 
motion in the display of merchandise in the show window 
or on the counter as it costs but one cent for 24 hours of 
operation and is adaptable to any kind of current. In fact, the 

















unit is particularly universal in its adaptability and its range 
of uses is limited only by the ingenuity of the user. 

The illustration herewith shows its use in connection with 
a display of shoes, but it is likewise adaptable to the display 
of all types of merchandise. It will carry a load of one 
hundred pounds, is set in motion by merely plugging to an 
electric light socket, and its speed is adjustable by turning 
the control knob. It is equally valuable to the local merchant, 
the chain store and the national advertiser. 

Already many very clever effects have been securd by its 
use and new adaptations are being constantly reported by 
Present owners. It adds life and motion to any display and 
thus increases. many fold the sales value. 





KAHN’S TO ERECT MAMMOTH STORE 


Harry C. Kahn & Son, Philadelphia, Pa., have made ar- 
rangements for the construction of new eleven-story building 
at 929 Market Street. There will be two display windows, 
each forty-five feet deep and seven feet wide, thus securing a 
Maximum amount of show window space as the lot on which 
the building will be built is only twenty-four feet wide. In 
fact, the entire first floor will be used exclusively for display 
Purposes, 
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--to make Pleated Panels 


Tack lower end of a fold of crepe paper in posi- 
tion with a basting strip. Cut it two-thirds the 
length wanted and gather end in two-inch folds. 
Stretch to position, turn basting edge and tack. 


A strong crepe, with plenty of stretch, is neces- 
sary. You will find none stronger or more elastic 
than Crinkle Crepe. 


Other display effects described in our booklet 
“Decorating ‘Windows with Crinkle Crepe.” 
Price 25c. Send for it. 


Che Cuttle Press Company 
APPLETON, WISCONSIN 
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FIVE FEET HIGH 
Beautifully rx 
Illuminated 


ROSE or 
POPPY 


Flower 


Basket 


60” High 
Has 9 Bulbs 


Baskets 
Have Gold 
or Silver 
Finish 
Ideal for 
MOTHER’S DAY and 
DECORATION DAY 


Special Price,$15 


Place Your Orders Now 
to Secure Prompt Delivery 











Prepared Carnations 
(Assorted Colors) 
FOR MOTHER’S DAY 
$16.00 PER GROSS 


ORDER NOW—PROMPT DELIVERY 
We Also Have a Full Line of Prepared 
Ferns, Smilax, Oak, etc. 


A % K Plant Preserve Co., Inc. 


Factory and Showrooms 


123-125 West 20th Street, New York City 
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Chicago Monthly Display Review 


Mazes of Mirrors, Marble and Greenery Embellish Eastertide 
Fashion Spectacles Created by State Street Artists 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


PRING Opening” windows along State Street 
were quite in keeping with standards previously 
established. Although the weather has been 
unfavorable for brisk business, the openings 
were, nevertheless, well attended. Style was 
the prevailing factor in the seasonal displays, 
exercising an influence upon the feminine mind sufficient in 
itself to overcome adverse weather conditions. 

As usual, the windows at Field’s were outstanding in 
importance. The position which this great store holds de- 
mands something unusual on such occasions, and as the ap- 
propriations for the windows are necessarily greater than 
those of many other State Street stores, Mr. Fraser’s ability 
is expressed at such times in a series of remarkable back- 
grounds and displays. 

Gray seems to be featured in the. spring costumes, and 
this color is emphasized as much in the treatment of some 
of the windows as among the various items of apparel 
displayed. 

The corner window at State and Washington reflects 
this color tendency to some extent in the flat covering of the 
background proper, which is done in a loose-woven silk of 
gray and lavender mixture. A very beautiful rug with gray 
ground and odd figure designs in dark red and other subdued 
shades complements the gray background. Gold, red, rose, 
green and Javender are other shades that enter into the color 
effect of this window, the floor being covered with tile blocks 
of carved design in divers hues. Back of the arch in the 
center of the background a dark red curtain is hung. The 
wainscoting within the arch is done with 12-inch tile blocks 
with mottle finish in colorings of gold, green, tan, light and 
dark blues. The decorative table shown in the center of the 
display is of odd carved design, the top composed of alter- 
nate squares of red marble with glazed surface and squares 
with carved design finished in dull gold. 

The large urns disclosed in the niches at each side of the 
background are filled with artificial ferns; the urns are 
finished in shades of rose, and light and dark red. The base 
board running around the lower part of the background is 
also in rose. The fronts of the arch coverings over the side 
wall niches are finished in gold with red and purple stipple 
effect. The same color effect is used on the ornamental 
cornice work at the top of the backgrounds. The furniture 
used is of special design and finish, harmonizing with the 
general decorative scheme. Five wax figures are well posed 
about the window, each gowned in an exquisite 1926 spring 
style creation. 

Further along State Street is a section of five large win- 
dows in which two unlike types of background decoration 
have been artfully blended. Each contrasts with, but har- 
monizes with the other. The first window north of the cor- 
ner entrance has a background design of pleasing lines com- 
posed of three panels of different dimensions, made of six- 
inch squares of mother of peal. The base of the background 
is flat, covered with a grain silk with striped pattern in 
graduated shades of white, light and dark blue and a tinge 
of lavender. Words fall short of describing appropriately the 
beauty and richness of the mother of pearl panels. The pear- 
shaped mirror with silver frame shown against the center 
panel was a conspicuous part of the decorative effect of this 
window as was the console table with supports of silver 
scroll and the pinke marble top. The two urns also con- 
tributed to the effect. The ornamentation at the sides of the 
striped panels in the rear were in silver finish with high- 
lighting. The frame work of the bench was also of silver, 








and the artistic tall vase used in the left end of the window 
was of silver finish base and standard with a mother of 
pearl glass bowl, in which was an electric lighted bulb. 

Three of the five windows in this section of the Siate 
Street front were treated with the above-described style of 
decoration. The scenic painting back of one of the arches 
represented a summertime outdoor view. The painting was 
done in futuristic style in colors of brilliant blues, black, 
brown, gold, silver, purple, lavender and pink. The outer 
part of the background was flat-covered with the gray and 
lavender silk. The ornamental woodwork was finished in a 
combination of light purple and pale green colors. The 
floors of this section of the Field windows were covered with 
dark blue carpet. 

The “opening” windows of the Fair Store were particu- 
larly attractive both in point of the special decorations used 
as well as the excellent handling of the merchandise arrange- 
ment. The State Street windows were devoted to exclusive 
display of women’s appeal, in which gray was extensively 
featured. Additional style emphasis was noted in the open- 
ing displays, due to Mr. Richter’s policy of featuring one 
color unit in each window. 

The backgrounds showed marked contrast to previous 
opening decorations. In the center of each window a panel 
mural, its landscape in rich, deep colorings, contributed to 
its dignity and grace. The panel was framed by ornamental 
pilasters at either side, a “marble” base at the bottom with 
ornamental scroll work finished in polychrome lending the 
suggestion of perspective to the painting. 

A window at the Fair caused considerable comment and 
attention, masses of passersby jamming about it practically 
all of the time it remained in. Mr. Richter stated that the 
idea on which it was based came to him while attending a 
movie in which a similar scene was filmed. The purple 
chiffon curtains were hung from the front of the window and 
drawn back to the sides, giving the illusion of a glimpse 
into a lady’s boudoir. The display featured “pussy-willow 
gray” silk lingerie and boudoir furnishings. The reclining 
figure was posed on a chaise lounge reading a book of 
poems. The figure was dressed in gray and all the items 
displayed in the window were in gray with lavender trim- 
mings. The vase of purple and lavender lilac blossoms added 
to the effectiveness of the color combination. 

Mandel’s opening displays came a week after those of the 
majority of State Street stores and were apparently as effec- 
tive in arresting attention as the earlier showings. In artistic 
merit they compared most favorably with anything on the 
street. 

Window floors were covered with green carpets. In the 
center of the background were two steps of pink onyx marble 
with a bit of base board of the same material extending 
about three feet to either side; just back of the steps was 
an arched mirror relieved by green glazed foliage with 
flowers of red and pink trailing up the sides of the mirror 
from the floor. The entire background surface of the win- 
dow had a flat covering of green, painted in varying shades. 
Over this the main background design, consisting of orna- 
mental framework and continuous grill design finished in 
gold over red, giving a pink tone to the gold, had been set 
in place. The color effect of the window was green, gold 
and pink, the pink being in the main a reflected tone. During 
the opening week large green ferns were used in the rear 
corners, tilted slightly so that their full beauty was empha- 
sized. 

Few figures were used in the windows, but these were 
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well posed and showed ultra-stylish apparel, attracting the 
attention and interest of the throngs of women always to be 
seen around the State and Madison Street corner. 

The windows of Charles A. Stevens were particularly 
beatiful, the large center island window being the feature 
of attraction. Stevens’ styles are always outstanding, this 
fact being generally attested by Chicago women shoppers. 
The display during the opening seemed more attractive than 
ever, in a large measure because of the decorative treatment 
accorded the windows on this occasion by Mr. Jones, the dis- 
play manager. Two immense hanging baskets were suspended 
from the ceiling of the large front window at either side of 
the center. These were filled with live ferns, the long palmate 
branches drooping gracefully from the baskets. The latter 
were studded with sprays of pink flowers which heightened 
the color tone. On the floor, in the center and at each end, 
similar baskets were placed on pedestals, the ferns being 
tilted toward the front of the window. In this floral setting, 
wax figures wearing beautifully styled evening gowns in 
light colors were posed. Wraps, millinery and other acces- 
sorics appropriate to the costumes were displayed on stands 
placed on the floor. The rear vestibule windows were deco- 
rated in similar fashion and the effect of the entire front 
was befitting the occasion. ; 

Hillman’s store, which is just across the street from 
Steven’s, have some very attractive looking spring displays 
at this time. The caenstone backgrounds have been enhanced 
for this season’s displays by the acquisition of particularly 
attractive panels of gray and tan satin over which have been 
painted pairs of birds with long tails and gay plumage. 
The panels are well done and bring a touch of spring atmos- 
phere to the windows. This is somewhat strengthened by 
wisteria sprays with pink and lavender flowers shown in large 
urns placed in arched niches in the background proper. 

The Boston Store’s spring displays were also worthy of 
note. The backgrounds in the larger windows consisted of 
the modeled figure of a fairy, the Spirit of Spring, with 
butterfly wings made of wicker and delicate shades of silk, 


holding garlands of small flowers in many colors. While the. 


better qualities of merchandise were shown during the open- 
ing, these were soon replaced by specially priced items in 
accord with the Boston Store’s window advertising policy. 





ISSUES NEW FIXTURE CATALOG 

The Great Central Novelty Company and the Kruse Show 
Case Company, Cincinnati, Ohio, recently combined under the 
name of The Cincinnati Show Case & Display Fixture 
Works, announce the issuance of their new catalog “G,” 
copy of which can be had upon request. The sixty-four 
pages comprising this booklet give detailed descriptions, 
illustrations and prices of their complete line of window 
and store display fixtures. 





A NEW AID FOR DISPLAYMEN 
_ “A time saver for those who make signs every day—a 
life saver for those who make signs occasionally,” is the 


. slogan of an established New York concern, which has 


evolved a new aid for those engaged in the field of display 
advertising, 

M. S. Naimark, 121 East Twenty-third Street, New York 
City, is the only licensed manufacturer of the so-called 
DIAMOND CENTER (patent pending) alphabets. They are 
made in sizes ranging from four to twenty-four inches in 
Practically every style of lettering. They have an ingenious 
self-aligning feature. Their low cost, long life, and great 
usefulness in designing perfect letters are expected to secure 
for them a very large following. Illustrated folder sent free. 





KANSAS CITY’S NEW DEPARTMENT STORE 


_ The Arnold Store, 1225 Main Street, Kansas City, Mo., 
's a new department store in that city and will cater to the 
Popular price trade. 





Tho prize winners in the display contest for showing of 
Orego -made goods at Eugene, Ore., were as follows: First 
Prize Xeed Specialty Shop; second prize, The Emporium; 
third irize, Columbia Knitting Mills. 
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Better 
Lighting for 
Your SHOW 
WINDOWS] 


EFFICIENT and EFFEC- 
TIVE LIGHTING in Show 
Windows is of such tremen- 
dous importance nowadays 
that leading Displaymen and 
Merchants count upon it 
largely for additional “re- 
sults” in their merchandise 
displays. 


Spel OTT TEL OT 


Sterling Reflectors are scien- 
tifically designed to provide 
“Better Lighting for 
Your Show Windows” 


and produce additional “re- 
sults” in window sales from 
every display. 


REFLECTOR & 
ILLUMINATING CO. 


Manufacturers and Engineers 


1403 Jackson Blvd. 
Chicago, 
U.S. A. 
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i it My Own Back - 
ow | Built My Own Backgrounds §::: 
goblets. 

The Displayman’s Ability to Construct His Own Backgrounds Will é : ne 

Afford Greater Opportumty for Securing Individuality ome 

2- 

By CRAIGE L. EMBREE ee 

Display Manager, S. C. Cullen Co., Ottumwa, Iowa imple 

F more study were given the construction equal proportions of boiled linseed oil. This stopped ” = ; 

of distinctive backgrounds, window dis- the suction of the wall board blocks and kept them othe: ie 

plays today would reflect greater sale ap- from extreme warping, and also kept the board from a z 

peals. I have followed this plan for some absorbing the ingredients of the composition that are ny . 

time and length and am now able to build necessary for adhesion. yi Ps be 
backgrounds, do more on a small budget, gain wider This composition used is one of my own formula. aoa. 
experience in display practice, and bring out my own I spent over two weeks experimenting with different ; = 
ideas. ingredients and proportions, almost giving up the - 4 4 
The backgrounds shown here are the best I have idea. Finally, I gained results in an oil composition re * 

ever built, and they have brought me a great deal of that is durable, does not shrink, can be applied in any ram 
favorable comment from the field. These were con- thickness, and is slow in setting, giving ample time to — " 

structed outside of the windows; therefore, had to be work in designs. The composition was applied ina tae 

built in separate sections so that I could get them very thin coat to the blocks with a mason’s troweé na Se 
through my window openings. They are constructed for expansion. The designs were worked into the a ; 
of composition -board blocks, 9x 15 and 9x 7% feet composition with my finger-tips, then smoothed lightly ‘ sich 

and nailed to a light wood framework. The frame is with the trowel and allowed to harden. After becom- et 

constructed of 7x 15-inch strips, and are so placed ing thoroughily hardened, they were sanded off with oa 

that they run parallel nine inches apart. Thus, the No. 1% sandpaper to give them a finished surface. ia de 
blocks can be placed and fitted more easily to the The blocks were then nailed to the framework and ie i 

framework. Seven and one-half inches were allowed the full section set up in the workroom. This pre wiiten 

at the bottom of each section for the base board, and caution was taken to see how they fitted before plac- il all 

five and one-half inches at the top for the cornice. ing them into the windows. pid 
For this reason it was necessary that the framework The scroll work in the archway was made of wood . as 

be accurate and the blocks uniform in size, so each finished in antique gold bronze and supported by two dees a 

section would fit or come together at bottom and top, wood columns with Corinthian capitals, also finished “ha dis 
bringing the cornice and base parallel. in antique gold bronze. The blocks, base boards, ished 
The blocks were cut from standard wall board at pilasters, columns and casements were finished in light “a 

a local mill, where I was allowed to use a sand belt ivory, washed with yellow ochre. The panel mould- mae 
for beveling the edges. This way of beveling saved ings and cornice were finished in antique gold bronze. et 

several days of labor. The blocks were then given a The floor was a gold base with yellow ochre and was 

coat of flat white paint, which had been mixed with stippled. The hangings in the archway were of purple : 
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The Effective Background of This Display Was Constructed Entirely by Craige L. Embree Sons, and 
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yelour. The modern art plaque of birds was hand- 





painted on satin, and the coves contained grape 
goblets. 

The panel in the small window is of black satin 
with a small modern art plaque of hand-painted king- 
fishers placed in the center on gold satin. 

Backgrounds to be valuable, especially to the 
smaller merchants, must contain a great amount of 
simplicity and be more or less neutral in color, due 
to the large majority of merchandise displayed. In 

ped other words, simplicity of design, combined with ar- 
a tistic taste, gives prestige and distinction to the back- 
ea ground and adds quality and individuality not only 
= to the merchandise on display, but also to the institu- 
tion represented. 
uk. This type of background is an asset to any store 
= as a semi-permanent decorative feature. Once in- 
- stalled it can easily be refinished each season, and its 
i decorative units effectively utilized for special dis- 
“ plays and season openings. It is also of great value 
toa large store handicapped for window space where 
he different unit sets are appropriate for special mer- 
- chandise displays. The plaques are particularly well 
the i He 
we adapted to color combinations and lend harmony to 
: most any merchandise on display. 
oi The greatest value of these backgrounds is not so 
- much the direct selling power which they produce as 
it is the pretsige given to the store; this results not 
and ; ‘ : 
on only in the sale of merchandise on display, but also 
as articles on the shelves. They add a sense of progress 
and quality which is an incomparable asset in mr- 
ae chandising. 
ti I do not mean to state that a display* is not of a 
hed direct value to selling, but to be successful it must 
a have distinction, to be gained only through a distin- 
ts guished background. 
ight So b bini h f i 
ld SO y combining t ese two eatures artistic ac 
vi grounds and well-displayed merchandise—an effective 
result is obtained. 
was 
ple NEW DISPLAY DEVICE PATENTED 
G. F. Bushman, Salt Lake City, Utah, has secured letters 
(te patent on a special display fixture, this permitting of the 
ol display of round shelves which can be revolved at will. The 


shelves are supported by an arrangement at the side, the 
entire surface of the shelves being available for display pur- 
poses, as the center supporting rod is entirely eliminated. It 
1s adaptable for show windows, counter and showcase use. 











SHARON CLUB ELECTS NEW OFFICERS 


The Sharon Association of Display Men, Sharon, Pa., is 
now located in its new quarters at 23 W. State Street. The 
rooms have been newly furnished and so arranged as to be 
adaptable for both meetings and lounging rooms. A modern 
show window is being constructed that will provide facilities 
for display demonstrations, as‘ the association has mapped out 
4 complete educational program. The association is thankful 
for the contributions of artificial flowers and fixtures that 
several of the display concerns so willingly gave. 

Interest in better display work is greater than ever before 
and much good is being accomplished in getting the local mer- 
chants to appreciate more artistic handling of their displays. 

At the last meeting the following officers were elected for 
the ensuing year: President, I. E. Ogg, W. W. Moore Co.; 
vice president, Michael Novak, Levine Clothing Co.; secretary- 
treasurer, Fread A. McIntyre, Smith & Co. Trustees, Grant 
Atwood, J. Reyer & Son; Ray Wébber, P. L. Williams & 
Sons, and R. L. James, Penn. Ohio Electric Co. 
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An Attractive Card 
Stand is Also 


—— Important 


A well-designed price card de- 
serves an attractive holder. 
Timberlake card stands are 
attractive and_ serviceable, 
made to stand hard usage. 
Durability is a strong feature. 
*Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
peals to every careful buyer. 


Other Practical 


Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Mi§llinery Stands. 
Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 
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“Make your feature item 
stop the passerby” 
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Don’t bury the “leader” in the 
display. Bring it to the front with 
a SUN-RAY SPOTLIGHT. 








To get the most out of your win- | 
dows you must arrest the atten- | 
tion of every passerby. SUN- \ | 
RAY SPOTLIGHTS compel at- 
tention to the displays of thou- 
sands of store windows; why not 
let this sales-producing light work 
for you? 








Write “Lighting Headquarters” 
for descriptions and prices of Spot- 
‘tights, Floodlights and Reflectors. 


























Lighting Products 


19 Lafayette Street, New York 
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That’s the It is one of the remarkable perversities of 
Spirit humankind that it is easier to condemn 
That Wins than to commend. The other fellow’s 

accomplishment may be of the highest 
order but all of the gold of fabled Eldorado would not 
wring frgm us such an admission. To grant full recog- 
nition of achievement, we reason, would reduce our 
own prestige and our pride must be sustained. 

When we become conscious of a community inter- 
est we are inclined to “boost” our town and “knock” 
our neighbor’. Our town, it is patent, has superior 
virtues because it is ours. Beyond its border lives a 
race of strangers to be distrusted and feared and an- 
tagonized. 

Th’'s narrow provincialism has not been wholly ef- 
faced by the increased ease of communication and con- 
tact which has wiped out distances and tended toward 
the consolidation of a people said to be more akin 
throughout the length and breadth of America than 
any dominant folk of the past. Hence, it is especially 
pleasing to note the fraternal spirit now animating 
organized displaymen, making for mutual interest and 
understanding not possible under former relationships. 

From the Pacific coast comes a concrete illustration 
of a craft fellowship ignoring civic rivalries to pro- 
mote cooperation. ‘Spring Opening” has just been 
held in the second city of a rising Western state. All 
of the stores entered into the spirit of the movement, 
cooperating with the displaymen, and the event as- 
sumed the nature of a carnival, thousands daring in- 
clement weather to gaze on the artistry of the window 
advertisers. Not the least enthusiastic of these spec- 
tators were the displaymen of the state’s largest city 
and the second city’s chief rival, who participated in a 
body, braving a heavy rain to wish the native window- 
men good luck. 

From the east Coast comes a like example, dis- 
playmen leaving the‘r luncheon to inspect the windows 


SPLAY WORLD 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 
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and interior decorations of a new specialty store on its 
opening day. 

Is it hard to visualize the sense of professional 
unity and solidarity created by these simple but decid- 
edly significant gestures ? 





The Window National advertising came into vogue 
is the * as the producer began to see the need 
“Close” for a distinctive position in the con- 

sumers’ regard. Merit could not be 
rendered bombproof against the inroads of inferior 
merchandise sold on an attractive price basis. Pro- 
tection against substitution, against “just as good” 
wares, was the first essential in safeguarding the 
quality maker’s market. 

National advertising has created a “demand” for 
“branded” goods—which is merely a manner of saying 
that it has created “desire” for these wares. In the 
specialty field it has frequently created initial “inter- 
est” through educational copy. The potential buyer 
needs then merely the urge of a final direct sales 
appeal to buy. This “close” is best supplied by win- 
dow display tie-ups with national advertising. 

Window displays showing this advertised merchan- 
dise call these dormant remembrances to life, indi- 
cate the dealer as a convenient means of supply and, 
coupled with succinct appeals to the proper buying 
motif, constitute an unexcelled “close.” When the 
patron comes inside to ask for the goods the “sale” 
has already been made; all that remains is ascertain- 
ment of his needs and their supply. 

National advertisers undoubtedly ore through 
dealer window display but their gains are only in pro- 
portion to the merchants’ benefits. A Chicago display- 
man of national reputation summarizes the question 
tersely: “National advertising through window 4is- 
play,” he declares, “ fundamentally is store advertis- 
ing at its best.” 
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For Your Spring and Early Summer 
WINDOW DISPLAYS 


We suggest the use of the following: 


RA YVELOR 


Numbers 602-611-616 


WINDOSATIN 


Numbers 253-254-268 


C 














At all times we carry a complete line of plushes, 
velours, tapestry panels and other needed fabrics. 


36 East 21st Street WIND OTRIM FABRICS, Inc. New York City 


NOTE OUR NEW ADDRESS 
“Specializing in Fabrics for the Display Man” 


























Will You Help Preach the Manufacturers of High Class 
Gospel of Window Display? Wood Display Fixtures 

vw for the : 
Trade 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
oi the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only LARGE MANUFACTURING FACILITIES ENABLE 
be done by means of a slogan or emblem of this type. US TO MAKE ANY PERIOD DESIGNS OR 


Order Your Set of Electrot Tod y! STYLES IN ANY QUANTITY AT SHORT NOTICE 


Price $1.00 Postpaid EVER READY WOODWORKING CO. 
The DISPLAY WORLD, Cincinnati, O. 808 East 5th St. New York City 
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--and then he got Klee Fixtures - - 
Say, what a difference they made. 





“Let Your Window Displays Be Klee Fixed” 


Klee Display Fixture Co., Inc. 


Manufacturers 
172 ATLANTIC AVE. ROCHESTER, N. Y. 


Pittsburgh, Pa. 
H. J. Von Briel 
Box 463, E. L. Sta. 


Boston, Mass. 
Show Window Equipment Co. 
559 Little Bldg. 


Write for Catalogue and Prices 











SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 


This is the first and only practical book on show 
card writing written from the retailers’ angle. 

Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 
This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 

Why pay for expensive interior or window display 
cards or price tickets? 

Why use poor show cards when this art is so close 
to your pocketbook? 


* ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 
Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STCRE MERCHANDISING 
Book Department 


2058-2660 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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Container As The Display Medium 


Alert Manufacturer Who Provided Effective Containers 
Made the Display of Turpentine Possible 


By N. S. GREENSFELDER 
Adv. Mgr., Hercules Powder Co., Wilmington, Del. 


ERCULES Steam-Distilled Wood Turpen- 
tine is sold in five-gallon and in one-gallon 
cans. These containers are lithographed 
attractively in orange and black and make 
a very pleasing appearance when arranged 
on dealers’ shelves or in displays, either in a show win- 
dow or on a counter. 

For many years practically all genuine spirits of 
turpentine has been sold either in tank cars or in drums, 
and these, on account of their size, do not lend them- 
selves to displays; consequently, turpentine was very 
seldom, if ever, displayed in show windows, and the 











The Paint Trade Used the Containers Effectively 


average customer’s idea of turpentine was that of a 
rather strong-smelling liquid sold in most any kind of 
a dirty and greasy can or bottle. In other words, it 
appealed to him as one of the disagreeable features con- 
nected with painting. For years oils and greases of 
various kinds have been sold to automobilists and others 
in five-gallon and in smaller cans. These are convenient 
to transport or handle and are usually reasonably clean 
and neat. 

The Herculese Powder Company realizes that the 
American public has been educated to the purchase of 
small package goods, that it expects to get these direct 
from the producer, and that the containers shall be clean 
and attractive. When this company began marketing 
turpentine in less than drum lots the question of a con- 
tainer was given considerable thought, and the orangé 
and black lithographed Hercules cans are the result. 
The five-gallon cans were first packed two in a box of 
about the same appearance and size as the average 
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cracker box. This shipping case was satisfactory for 
jobbers and dealers who needed ten gallons of turpen- 
tine, but it was not convenient for a jobber who had to 
fill a large number of small or repeat orders in five- 
gallon quantities. The jobber either had to cut the two- 
can case in half and nail on ends or else he had to 
prepare new shipping cases at a cost of about seventy- 
five cents apiece. To supply the demand the Hercules 
Powder Company put out a special one-can or five- 
gallon combined shipping and pouring crate. This con- 
tainer displays the can at all times. When received the 
dealer cuts a tie wire with his pliers, swings around the 
movable top, which then forms the bottom of the pour- 
ing stand, after which the whole top of the can is ex- 
posed to view and the turpentine is ready for pouring. 
This is a convenient arrangement for dealers who sell 
genuine turpentine in small lots over the country. It is 
unnecessary to lift the can or take it out of the crate 
when filling an order. 

The one-gallon turpentine cans are shipped ten in a 
box, which weighs about eighty or eighty-five pounds. 
Each can is made with a convenient handle and a screw 
top. 

The Hercules turpentine cans are all stamped with 
a written guarantee showing that they contain pure, 
genuine spirits of turpentine. This is an insurance to 
both dealer and customer that pure turpentine is being 
sold on each order. 

When arranged in rows or tiers these orange and 
black cans make attractive window decorations. They 
photograph well and are a convenient means of attract- 
ing paint trade. 





STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 


1equired by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for April 1, 1926. 


Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Secretary of 
The Display World and that the following is, to the best of his know- 
ledge and belief, a true statement of the ownership, management, 
etc., of the aforesaid publication for the date shown in the above cap- 
tion, required by the Act of August 24, 1912, embodied in section 443, 
Postal Laws and Regulations, printed on the reverse side of this 
form, to-wit: ‘ 


_1. That the names and addresses of the publisher, editor, managing 
editor, and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, C. R. Rogers, 
1209 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners are: H. C. Menefee, 1209 Sycamore St., Cincin- 
nati, Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; 
C. E. Menefee, Montgomery and Irving, Cincinnati, Ohio; Maude 
Menefee, Raymar Blvd., Cincinnati, Ohio; Louis Silverblatt, Fifth 
and Race Sts., Cincinnati, Ohio; Stella Silverblatt, 3606 Michigan Ave., 
Cincinnati, Ohio. 


3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages or other securities are: (If there are none so state). 
There are no bondholders, mortgagees or security holders. 


4. That the two paragraphs next above, giving the names of the 
Owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but alse, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
' any other fiduciary relation, the name of the person or corporation 
‘or whom such trustee is acting, is given; also that the said two 
Paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association or corporation has any 
Interest, direct or indirect, in the said stock, bonds, or other securi- 
tes than as so stated by him. 


NATHAN SILVERBLATT, 
(SEAL) 


Sworn to and subscrfbed before me this 25th day 
cf March, 1926. CHRISTIAN W. TIEMANN. 


(My commission expires April 4, 1927.) 
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PREPARE FOR MOTHER’S DAY, MAY 9th 





MOTHER’S DAY 


IN FULL COLORS 
( Price, $10, List 


$31, Framed 


Size, 2214” x 26” 
Quantity Discount 


We also have Mother’s Day pictures. 


IDEAL FOR WINDOW DISPLAY 
Information on other subjects suitable for unique and 
attraclive window displays will be sent on request. 


RUDOLF LESCH 


FINE ARTS 
225 FIFTH AVE. NEW YORK CITY 


Publishers of Finer Pictures 






















fi “Join the 
WH Ranks of Better Paid People” 


be 4 


Learn WINDOW TRIMMING : 
and SHOWCARD WRITING © 


Average Salaries, $75 Per Week or More 
We Teach You in Eight to Twelve Weeks 


SMEBY SCHOOL, INC. 
Lake St. Cor. Chicago Ave. MINNEAPOLIS 
“OUR EIGHTEENTH SUCCESSFUL YEAR” 























WE MANUFACTURE 


ALANCES and DRAPERIES | 


THAT 
MAKE YOUR WINDOW ATTRACTIVE 
and HELP TO BUILD YOUR BUSINESS 


Excellent Advertising is Obtained by Having 
Your Firm Name Woven Into the Design. 


We Can Refer You to Some of 
the Best Stores in the Country. 


WRITE FOR SAMPLES 


CROWN CURTAIN Co. 


81 FOURTH AVE. NEW YORK CITY 





















































































Saas 








4RAW-HILL 


Here are the answers 
to a thousand and one 
window-display ques- 
tions you have always 
wanted to ask— 


JUST OUT! 


The book displaymen 
have been _ waiting 
for— 


Taft’s 
Handbook 
Window Display 


By 


WILLIAM NELSON TAFT 
Editor, Retail Ledger 


5x8, Flexible Keratol Binding, 
428 pages, 207 illustrations. 
Price $5.00 postpaid 


Here is the book you have been 

waiting for—the first real working 
manual of window-display practice— 
literally crammed from cover to cover 
with hundreds of sound, workable, 
proved-in-practice ideas, kinks, plans and 
methods for the practical display man. 


L Just a Few of the Many 
sat Questions This New Book Answers 


—what will windows sell? 

—how can frosted windows be prevented? 

--how should contrasting colors be handled? 

—how can windows be used to stimulate curiosity? 

—how should windows of different types be lighted? 

—should the use of window and price cards be avoided? 
—what is an economical way of making Christmas candles? 
—how can motion be effectively added to a window display? 
—how can a store front or window be trade-marked? 

—what effect does light have upon the sales power of a window? 
—should bargains or higher-priced goods be featured in windows? 
—what are the 12 most important points about a window display? 


Chapter Headings 


I. The Eyes (and More) XIII. Draperies. 


of the Store. XIV. The Use of Real and 
II. What Is a Window Artificial Flowers 
Worth? and Foliage. 
III. The 12 Most Important XV. The Window in Con. 


nection with the 
Store Front. 


Points of a Window. 
IV. Classification of Win- 


dow-Displays. XVI. Window with Rela- 
V. Tying the Window to tion to Store En- 
the News. trance. 


XVII. How the Window 
Should Be Lighted. 
XVIII. The Effect of Light on 
the Sales Power of 


VI. The Effective Use of 
Dealer Helps. 
VII. The Value of Motion. 
VIII. The Use of Color in the 


Windows. a Window. 
IX. The Use of Window XIX. The Lighting of Smal) 
and Price Cards. Store Windows and 
X. The Preparation of Win- Stores. 


dow and Price Cards. XX. System in Connection 
with Window Work. 

XXI. How to Dress Prize- 
Winning Windows. 

XXII. Interior Displays. 


XI. Window Backgrounds. 
I. The Selection and Care 
of Wax Figures and 
Other Accessories. 


McGRAW-HILL BOOK CO., Inc., 370 Seventh Ave., New York 


McGraw-Hill Book Co., 370 Seventh Ave., New York. 4 

Send me my copy of Taft’s HANDBOOK OF WINDOW DIS- 8 
PLAY. I agree to return this book to you, postpaid, in ten days, 8 
or to send you $5.00 in full payment. ; 
DU ROR  ooin asses ioe ROR RL A OL BR GEE Sue Creat pee ae 5 
Rianne Pbdintaa iso. os «eds Dave ois eeeocinb chek eae tee 4 
Position: .:.... is wh es Saige Uae Fl Belle SEBEL bated CRON PaO AR a Soa met ; 
Name of Company... 5 229556 0 24 A ee he ied ea aaa J 

(Books sent on approval to retail purchasers in U. S. and Canada & 
only.) D. W. 4-1-26 § 
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Largest Reproduction Camera 


Lithographing Concern Acquires Huge Camera Ow: fit 
to Facilitate Accurate Reproduction 


NE of the scientific marvels of the Panama-Pacific 
Exposition, the largest camera ever made for 
process plate reproduction purposes, has just passed 
into the hands of the Einson-Freeman Company, 
lithographers, New York. The camera is so large that a 
special dark room, forming an integral part of the huge 
apparatus, had to be constructed to house its rear end. From 
this dark room the camera is focused and all its movements 
are directed. 
Here, also, is the most interesting part of the apparatus 
from the technical or scientific standpoint. It is a 120-line 


/ 
\ 





Enormous Size of Camera Can Be Visualized by Comparison 
‘With Man Operating It 


screen, the largest ever made for reproduction purposes, 
measuring fully five feet across, and capable of taking a 
nearly full-length portrait of a grown man or woman. 

Some idea of the immense and painstaking task of ruling 
this screen, which is composed of two crossed sheets of 
flawless plate glass, may be gathered from these facts. Each 
one of the two plates represents over 450,000 linear inches 
of ruling, or 900,000 inches for the two plates. This means 
that the making of the screen required nearly fifteen miles 
of ruling of the most minute precision, for which special 
apparatus had to be constructed. The screen represents three 
or four days of continuous ruling, approximately two days 
for each half of the screen. And when the machine is once 
started, it must go without stopping to the end of the work, 
for, should it stop in the course of the work, it could never 
be restarted to pick up the line at the point where it left off. 

In every square inch there are 14,400 screen “dots,” of 
tiny squares, made by the crossing of the rules on the two 
opposing glass plates. Multiplying this by the entire area, 
or 3,600 square inches, we find that there are 51,840,000 of 
these tiny “dots” on the surface of this mammoth of engrav- 
ing screens. 

The practical advantages of this screen. in photo-offset 
work are readily apparent. It eliminates the makeshift 
method of taking a large subject in sections, then stripping 
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and piecing together on a large plate, with the resulting dan- 


ger of inaccuracy or distortion. It obviates the need for 
another makeshift—that of making the plate on a smaller 
screcn, then enlarging to full size, with the resultant blurring 
or “spreading” of the dots and consequent loss of sharpness 
due io the enlargement of the individual dots. 

An interesting and little known fact about this giant 
screen is that this triumph of technical precision was made 
entirely in this country by Max Levy & Company, Philadel- 
phia, who practically have a world monopoly of such work. 
There are only three other concerns in the world making 
camera screens for reproduction—one in England and two 
in Cermany—but all three are smaller and lack the facilities 
for making a screen of this size. 

The Einson-Freeman Company are using this camera for 
making full-size color separation plates from the original 
sketches for offset press reproduction of window displays, 
posters and other large units. 





Quality Display Material Cheapest 


Experience Proves It Pays to Furnish Dealers With 
Best Display Material Because They Use It 


By E. M. KEELER 
Advertising Manager, The Mallory Hat Co., New York City 


HE Mallory Hat Company plans to give their 

dealers something new each season for window 

display use. Duritig the hat seasons we advertise 

in the national publications and metropolitan 
dailies, and our window cards, signs, lantern slides, electros, 
box labels, etc., are prepared to conform to that advertising. 
We instruct our salesmen to make suggestions and be helpful 
to their trade in trimming windows. We furnish our dealers 
with single or unit trim quality hat stands at nominal cost. 
We reproduce our full-page advertisements in the national 
publications in convenient form for the dealer to paste on 
his window during the week of publication. 

While we do not conduct contests, we are always glad to 
pay the cost of photographs of any good hat window in 
order to reproduce it in trade papers or our house organ 
for the benefit of window display. 

As we have a style product to exploit, we find that high 
quality window display material is the only fitting companion. 
We employ the best artists for our window cards and use the 
highest grade of signs procurable. We believe this is good 
economy, because we have many dealers who write us each 
season to hurry forward our window display material, as 
they do not want to put in their hat window until they get 
Mallory cards. 

We are going to do all we can in the way of window dis- 
play to help Mallory dealers and all dealers in general, as 
we believe it is a great selling and distributing force. No 
one industry, can deliver it—manufacturers, merchants, dis- 
playmen, must work together toward its greatest usefulness. 
In our business it is the 100 per cent advertising medium, 
lor it displays the hat in actual style, dimensions, color and 
texture where the customer can see it clearly and on the 
spot where it can be bought immediately while the customer 
is in the frame of mind to buy. 





READ COMPANY IN NEW BUILDING 


[he D. M. Read Co., Bridgeport, Conn., well-known de- 
partment store, is now located in its new million-dollar five- 
story structure. Special attention was given the show win- 
dows as well as all the fixtures throughout the store. This 
concern is the oldest department store in Bridgeport. 





WANT LIGHTED WINDOWS ON SUNDAYS 


_ The public is abroad on Sundays and are as interested 
in the window displays as on any other day. That is why 
the Retail Trade Board, Boston, Mass., is endeavoring to 
establish a uniform policy of having store windows illumi- 
nated on Sundays. Why neglect the sales value of windows 
on this one night? 
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SILK PLUSH 


has withstood the test of time 


Let Us Help You With Your Window Problem 


It is not the initial success that coitits for most. 


How frequently do sensations come into the market 
to wax mightily for a time and then to wane as sud- 
denly and be forgotten. 


It is the steady ever increasing use of a product that 
constitutes real success—success that stands the test 
of time, success that ig built upon a constantly widen- 
ing appreciation of the product’s merits, a constantly 
growing enthusiasm for the service which the product 
renders to the displaymen at large. 


Such has been the success of National Silk Plush. 
Known a few years ago to only a small number of dis- 
playmen of the more prominent stores of the country, 
it has gained friends by the thousands year by year 
for every conceivable show window throughout U. S. A. 


Chemically and physically different from any other 
silk plush, it has given supreme service when other 
plush has disappointed. ? 

Retaining its remarkable tensile strength, possessing 
unusual pliability, it has enabled the displayman to drape it 
in any shape, form or manner. Its delicious soft feel and extra- 
ordinary beauty brings to your show windows an intangible 
glow of life and color impossible through any other fabric thus 
making premier window displays. 


Upon request we will be glad to send samples of any color 
vou may desire. 


Silk plush helps to sell the product it comes ‘in contact with. 


National Display Fabrics Co. 


7 West 3rd St. New York City 














EVERY WINDOW DRESSER 


Needs PEERLESS DISPLAYERS 
First Quality 
Plate Glass Shelves, Ovals, Squares, Circles and Oblongs 
Edges Ground and Polished—%-Inch Thickness 
WRITE FOR FOLDER SHOWING SIZES AND PRICES 


PEERLESS DISPLAY DEVICE CO. 
19 WEST 24th STREET NEW YORK CITY 








WINDOW DISPLAY FABRICS 


Of All’ Descriptions at Low Prices 


METALINE VELOUR VELVETEEN 
LLAMA RAYON. PLUSH SATIN 
A. SOLOMON 


1123 BROADWAY NEW YORK CITY 

















NOTICE 


The monthly demand for The 
DISPLAY WORLD is growing 
far in excess of the supply. 
Make sure of getting YOUR 
COPY every month! Send in 


your subscription order NOW. 
Only $2.00 for a full year. 


THE DISPLAY WORLD 
Cincinnati, Ohio 
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Portability Greatest Exhibit Problem 


How It Was Solved in the Construction of an Interesting 
Display for the Paragon Distributing Corporation 


By JOHN VASSOS 
Manager, New York Display Service, New York City 


NE of the main problems of booth or ex- 
hibition displays has always been their 
shipment. This is especially true when the 
exhibitor must appear with his display at 
one hotel on a certain date and then at 

another point, perhaps fifty miles distant, the next 
night. The demonstrator had of necessity to be con- 
tent with mere drapings and printed matter arranged 
around the booth. And even then, if there was no wall 
or columns of any sort near him, his display was a 
failure because he had no place to hang his drapings 


and descriptive matter and had to be content with a 


table or show case. 

With this situation in mind, I tackled the problem 
of devising a display that could be conveniently trans- 
ported and erected simply, quickly and easily in a 
short space of time, as a large company had just 
come to me requesting a display that fulfilled these 
requirements. : 

The Paragon Distributing Corporation, handling 
hair dyes, etc., for distribution to beauty parlors, 
needed a display that was not only forceful commer- 
cially, but also oue having a feminine and delicate 
appeal by reason of the nature of the product. 


My previous experience in display work had taught 
that contrast, hard material against soft, such as ve- 
lour against rigid board and light against shadow, has 
the most direct appeal. With these fundamentals in 
mind the Paragon display was designed. It comprises 
a center and main attraction with two wings on either 





How the Finished Display Looked When Installed 


side, as shown in illustration. The background is of 
dark blue velour in folds, with rigid placques with 
relief letters, boldly placed against this dark and 
soft background. In the center is a shadow box ofa 
softly tinted girl’s head with electric lights in the 
back, lighting a cobalt blue background, diffusing an 
aura of soft light, very lovely and charming, and at 
the same time giving an effect of great depth. This 
same design could, of course, be worked out on a flat 
background without the lights, if desired. 

Over the shadow box we have a seven-foot sign 
in relief letters, and underneath a brief description 
and cut-out sketch of the article advertised. 

The skeleton drawings appearing herewith show 
clearly the construction of the display. Pin hinges 
are used throughout. ‘Sketch. No. 1 is the shadow 
box; Nos. 2 and 3 are the wings; Nos. 4, 5 and 6 are 
the folding table on which the display resis; sketch 
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Skeleton Drawings Showing the Construction Features of the Paragon Exhibit in Detail 

















“le a ’ ‘ “0 0 4h —- 
i NARRATE 
sj X\IY NIZ 
nes No5 nod re N° 6 NOT 
—4 lal 
- oe 








April, 1926 








April, I 





No. 7 s 
ing ; sh 
robe ca 
able fo 

The 
ing an 
a very 
the res 

In ¢ 
Whitlo 
All dra 
a foot. 


Solvi 


How 
] 


Adv. 


in the a 
3y st 





A 


dealers 
showing 
medium 
increase 


Calur 
a straigt 
which a t 
extracts, 
Bakin: 
eaten, bu 
naturally 
thought 1 
fluffy bis: 
Plates of 
display, t 
ing up be 
Slogar 
“Sales Ty 
are prom 
Natural ir 
best and { 
confidence 
with bette 
able incre 
other com 
So it 1 
dow displ 
a policy y 
enthusiast 
where, 






















of 
rith 
and 
vf a 
the 
an 
| at 
‘his 
flat 


ign 
‘ion 


10W 
ges 
low 
are 
tch 














April, 1926 


No. 7 shows a wing in detail, hinged to fold for pack- 
ing; sketch No. 8 shows an 18-inch by 53-inch ward- 
robe case with handles, lock and hinged door, accept- 
able for shipment on train or motor. 

The perfect simplicity of the construction, pack- 
ing and handling of this display is very evident and 
a very novel, beautiful and forceful piece of work is 
the result. 

In closing, let me say that my assistant, William 
Whitlock, was of great help in building this display. 
All drawings attached are made to scale, one inch to 
a foot. 





Solving the Grocery Window Jumble 


How a Successful National Advertiser is Getting 
Results From Its Window Display Helps 


By J..W. WESTBROOK 
Adv. Dept., Calumet Baking Powder Co., Chicago, III. 


ITH the idea of getting up a complete window 
display set that could be installed with a minimum 
of time and effort, the Calumet Baking Powder 
Company prepared the three-panel background seen 

in the accompanying photograph. 
3y standardizing the display material and furnishing 





A Typical Display for Calumet Baking Powder 


dealers with photographic reproductions of model windows 
showing its flexibility and adaptability to large, small or 
medium windows, interest was stimulated with a resultant 
increase in the use of this sales help. 


Calumet’s displays can be used advantageously either as 
a straight baking powder display or as a foundation on 
which a baking suggestion window may be built—flour, sugar, 
extracts, etc., being used as well. 

Baking powder is simply a preparer of food. It is not 
eaten, but purchased simply for its leavening power—so 
naturally in advertising or displays it is essential to sell the 
thought beyond—of the finished product, delicious cakes, 
fluffy biscuits, appetizing doughnuts and other good things. 
Plates of these delicacies are pictured on the three-panel 
display, together with an interesting housewife happily mix- 
ing up baking ingredients. 

Slogans, “The World’s Greatest Baking Powder” and 
“Sales Two and One-Half Times Those of Any Other Brand,” 
are prominently featured and are intended to appeal to the 
Natural instincts of food buyers to be among the users of the 
best and to use the product most in demand. It adds to their 
confidence and encourages them to do more home baking 
with better results and less failures, which means a notice- 
able increase in the grocers’ sale of baking powder and all 
other companion ingredients. 

So it may be seen that the motive behind Calumet’s win- 
dow display and its free distribution is decidedly unselfish— 
@ policy which is more than paying its keep by meeting the 
oe reception of grocers dnd general stores every- 
where, 
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VALANGES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 


























Window Dressing and 
Show Card Writing 


The quickest way to qualify for a well-paying position. 


Practical Individual Instruction. 
9 Regulation Size Windows— 


Fixtures and Materials for Displays. 
Our Special Combination Course Covers 


ALLBRANCHES 4} &QO_ EASY TERMS 


Write or Call at Once for Information 


CENTRAL INSTITUTE 
Of Window Dressing and Show Card Writing 


247 West 34th Street New York City 











DISPLAY FIXTURE SALESMEN 


WITH SUCCESSFUL EXPERIENCE 
REQUIRED FOR A NUMBER OF 
DESIRABLE TERRITORIES. 
APPLICATIONS STRICTLY CONFIDENTIAL. 


DISPLAY FIXTURE CO: 


493 SEVENTH AVE (setween 367 237% STs) 
ARMENT TOWER BLD NEW YORK 








Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 
for good results. 


For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 





<3 “Master-F”—special brush for display 
| work; also for catalog of “THE AIR BRUSHES 
' WITH THE GOOD REPUTATION.” 


= = THE WOLD AIR BRUSH MFG. CO. 
2173 N. California Ave. Dept. 4, CHICAGO 


te 








LITHOGRAPHED LETTERHEADS ¢i257cn'm. 


WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 


EST. 1896 INC. 1904 
2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 
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Selling Toys A Matter of Display 


The Toy Department Can Build Up a Profitable Year Round Business 


April, 1926 





By Use o Timey and Effective Window Displays 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


HE displayman should not overlook the 
fact that in the live department and fur- 
niture stores the toy section has become 
an all-year activity. This, of course, has 
been accomplished by more aggressive 

merchandising methods, and, needless to say, the 
show window can play its part in the success 
achieved. 

Good, serviceable toys are in demand in every 
home where there are children, be it June or Decem- 
ber. In such a home the average parent usually pre- 
fers to buy a new toy from time to time rather than 
a hastily selected assortment during the Christmas 
season. This is a great advantage in many ways, for 
it tends to keep the children happier and more inter- 
ested, and, consequently, less troublesome to those in 
charge of them. 

With an attractive toy display at least once a 
month, the toy department could indicate the most 
appealing toys for that particular month, as well as 
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A Background Setting by J. Walter Johnson That Breathes the Spirit > Sinise cubenesd 


the new creations placed on the market at various 
times throughout the year. It will pay well, as has been 
proven by many stores. Toy department activity is 
of great value to the store, not alone in the direct 
profit from their sale, but for the other departments, 
because it brings children into the store with their 
parents, and there is always some needed purchase 
that can be made at the same time. 

That is why I am urging more attention to toy 
displays, and the alert displayman can put the idea 
over with the store management, and the initiative 
and cooperation in carrying it out will be amply re- 
warded in the greater esteem in which he will be 
held by his employers. 

The sketch shown here offers an effective sugges- 
tion for a scenic setting for wheel toys and should 
go over with a bang. This is very appropriate for this 
season of the year when the children begin to spend 
most of their time out of doors. It makes a very 
strong appeal and should get big results. 
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k. Willis is now operating the Ideal Window Display 

Ser. ce, Danbury, Conn., specializing in display installations 
for vational advertisers. 
.. Bartikoski, 822 Seventh Avenue, East, Duluth, Minn., 
js organizing a window display service in that city. Mr. 
Bartikoski has charge of the window display department for 
the First Street Department Store in that city. 


. 





The New England Window Display Service, 161 Massa- 
chusetts Avenue, Boston, Mass., has just been organized by 
Herbert M. Copellman and will specialize in installation 
work for national advertisers. 





A. Turney, 14 Grenville Street, Toronto, Canada, is now 
in charge of displays for a chain of grocery stores. 





E. J. Noreau, Glens Falls, N. Y., is now operating a 
window display service in that city and territory, and has 
facilities for giving national advertisers the best service. 





J. M. Upchurch, well-known displayman, has organized a 
window display service for merchants and national adver- 
tisers at Raleigh; N. C. The campaigns for national adver- 
tisers can be handled for the entire state. 





The National Advertising Distributors, 45 Winslow Street, 
Boston, Mass., is a partnership of Philip F. McLaughlin, 
proprietor of the Dudley Sign Shop, George H. Boyle, for- 
merly with the advertising department of The Procter & 
Gamble Company, and Arvid Zachrisson, formerly of the 
Jordan-Marsh Company’s display department. The installa- 
tion of window displays for national advertisers will be 
specialized in. 





Forkner Advertising Service, Anderson, Ind., report much 
activity in their territory. The Dietyen Baking Company is 
placing an attractive display for their bread with all dealers 
and displays are also being installed for the Pyrosana Cor- 
poration. 





J. L. Dollerhide, formerly a well-known Florida display- 
man, has opened a window display service in Tampa, Fla., 
covering Tampa, St. Petersburg, and surrounding points. His 
first campaigns were quite successful and the windows in- 
stalled for Golden Peacock Bleach Creme were exceptionally 
attractive. 





W. L. Stumpf, who has his headquarters at the Hotel 
McAllister, Miami, Fla., is now successfully operating his 
window display service in that city, having succeeded George 
Muggeridge in this line of work. Mr. Stumpf and his as- 
Sistants have just completed a campaign for Golden Peacock 
sett Creme and is now installing Sangrina and Feminex 
displays. 





William F, Keane, formerly national window display man- 
ager of the service department of the Boston Advertiser- 
American, Boston, Mass., has established a window display 
service at 760 Broadway, Everett, Mass., and announces that 
he w: | cover the Greater Boston District with the installa- 
tion oi displays for national advertisers. 





_Ehuer C. Carlson now has Carlson’s Window Display 
Servi © firmly established at 25 West Fourth Street, Duluth, 
Minn , and is already starting on several campaigns for na- 
ional advertisers in the Duluth territory. He anticipates 
Consi’crable success in his new field. 
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Chester C. Brett, formerly well-known displayman o 
Worcester, Mass., has announced his intention of opening 
up a new window display service there. 





E. F. Hanowell, manager of Wilson Window Display 
Service, Wilson, N. C., announces that his service now covers 
fifteen cities, and that, in addition to the installation of dis- 
plays for national advertisers and dealers, he is handling a 
line of window and store fixtures. 





Donald D. Kester; formerly display manager for The 
Royal Cloak Company, Burlington, Iowa, has accepted a new 
position as display assistant for Selber Brothers, Shreveport, 
La. He had conducted a service for national advertisers in 
Burlington, Iowa, and in this has been succeeded by W. R. 
Boese, display manager for The John Boesch Company, Bur- 
lington, Iowa. 


es Mey 
L. F. Haseltine, of the Allert Display Service, Los An- 
geles, reports that his company has just opened a branch at 
3932 University Avenue, San Diego, Cal., and it is expected 
considerable display work for national advertisers will be 
handled through the southern California territory. 





C. E. Brown, who has been representing several fixture 
and flower firms in the southwest, has instituted a window 
display installation service for local and national advertisers 
in Beaumont, Texas, covering the cities of Beaumont, Port 
Arthur, Orange, Nederland, Texas and Lake Charles, La. 





H. J. LaBree, manager of the Superior Window &. Deco- 
rating Service, 1226 Tower Avenue; Superior, Wis., reports 
the establishment of a window display installation branch of 
their business, covering Superior, Duluth, and immediate 
vicinity. This service has been decorating banquet halls, ball 
rooms, and doing show card writing and gold leaf window 
lettering for some time, and anticipates continued success in 
the new branch of the business. 





S. K. Nairin, who has been in the retail shoe business 
with his father at 106 East Market Street, Louisville, Ky., 
has opened a window display service, with headquarters in 
the offices of the shoe store. Mr. Nairin is calling his new 
venture The Louisville Window Display Service, and, judging 
by the way he has started with the installation of window 
displays on Sangrina, Feminex, McCoy’s Cod Liver Oil Tab- 
lets and several others, Mr. Nairin will serve as the repre- 
sentative of the Window Display Installation Bureau in 
Louisville. 





W. A. Stark, of the Display Advertising Service, 2618 
Locust Street, Kansas City, Mo., one of the great enthusiasts 
in the window display installation field is rejoicing over the 
arrival of a new addition to his family, a seven and one-half 
pound girl, born on St. Patrick’s Day, the 17th of March. 





Charles J. Sheetz, manager of the Sheetz Advertising 
Service, 104 North Desplaines Street, Joliet, Ill, is now 
covering considerable surrounding territory with the installa- 
tion of window displays for national advertisers and has 
taken in Elgin, St. Charles, Batavia, Naperville, Aurora, 
Lockport, Morris,.Chicago Heights and Kankakee, in addi- 
tion to Joliet. é 





Herman L. Alenier, manager of the Alenier Window Dis- 
play Service, 424 State Street, New Haven, Conn., although 
a service only nine months old, now employs eight display- 
men and show card writers, and is constantly expanding. Mr. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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“NAD Will Tell” 


National Advertising Distributors 
WINDOW DISPLAY AND SIGN SERVICE 


HOUSE-TO-HOUSE DISTRIBUTING 


George H. Boyle Philip F. McLaughlin Arvid Zachrisson 
Distribution Signs Window Displays 


Experienced Executives in Their Various Departments 
45 WINSLOW STREET, BOSTON, MASS. 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J; CODD ADVERTISING SERVICE 
. O. Box 1681, Tucson, Ariz. 


A Po Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


and surrounding points. 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an LL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
Fur Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 











WINDOW DISPLAYS INSTALLED 


DALLAS—FT. WORTH 


and all the small towns within one hundred miles of Dallas. 
We feature a FREE PICK UP SERVICE. Write 


PARKER’S ADVERTISING SERVICE 
1201 So. Ervay Street, Dallas, Texas, 


for particulars in regard the service we are offering our clients. 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
35 North Division St. Buffalo, N. Y. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 


Window displays delivered and installed for national advertisers. 
Market analysis—Surveys—Sampling, etc. 
Write for data and references. 


ACME WINDOW DISPLAY SERVICE 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 
WHITMER DISPLAY SERVICE 
Ellastone Building Cleveland, Ohio 





PIONEER DISPLAY -taeae 
FRED W. WEBE 


INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 





LOS ANGELES 
LONG BEACH—HOLLYWQOD—PASADENA 


A Complete Window Display and Merchandising Service 
for National Advertisers. 


Stevenson’s Window Display Service 
OFFICE: 275 ORANGE AVE., LONG BEACH, CALIFORNIA 
Associated with Window Display Installation Bureau. 


NORTH CAROLINA 


Raleigh, Durham and Greensboro 


Other cities in the state if desired 
The only complete display service for National 
Advertisers in the State 


J. M. UPCHURCH 


Display Specialist 
112 Halifax Street 


ABEGGLEN’S DISPLAY SERVICE 
822 S. Weaver Avenue 
SPRINGFIELD, MO. 

A complete window display service for national 

advertisers. 


Associate of Window Display Installation Bureau 


ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


CINCINNATI 


Dayton Springfield Louisville 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 


ST. JOSEPH, MO. 


and Vicinity 


MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


SEATTLE 


Complete window trimming campaigns in Seattle and_ outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


PRATHER-MARQUIS CO., Inc. 


Office: 495 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave. a 8460 
SEATTLE, WASH 


DETROIT 
GENERAL DISPLAY SERVICE CORPORATION 
9631 Prairie Ave. 
ALL SET FOR 1926. 
A complete Service for National Advertisers. Window 
Displays, Display Cards, Backgrounds, Designing and 


Painting. Write for Particulars. 





Raleigh, N. C. 























It Is Our Business to Help Your Business 


MERCHANT’S WINDOW DECORATING 
SYSTEM CO., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone: Buckminster 5010 J. G. Waters, Pres. 


Autos covering New York City, Brooklyn, Long Island, New 
York, and New Jersey suburbs surrounding Manhattan. 


——— 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 








ALL OVER WEST VIRGINIA! 


Complete window display service for national adver- 
tisers by competent, intelligent displaymen; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 





J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin 
CHICAGO 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 








ROCKFORD, Window Display Advertising 
ILL. Sho’ Cards gvic® 
BELOIT, pay st 
WIS. gp Dist exvt 
JANESVILLE, sense, poset AyoRSS 
wIs. Nn *. wt 
= — Vernon H. Jones, Mgr. 








PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENF ELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 





Window Display Installation Service 
for Local and National Advertisers Covering 
BEAUMONT, PORT ARTHUR, ORANGE, TEXAS, 
LAKE CHARLES, LA. 
C. E. BROWN, Mgr. 


P. O. BOX 944 BEAUMONT, TEXAS 
Associate Member Window Display Installation Bureau 





Manufacturers’ Window Display Service 
Covering for 
STATE OF CALIFORNIA National Advertisers 
CAMPAIGNS A SPECIALTY—STEADY SERVICE 
Any Part 


THOMPSON & PARMLEY 
1125 SENTOUS STREET, LOS ANGELES, CAL. 








Alenier serves a total of 170 local merchants in New Haven 
and other cities of Connecticut, and, in addition, with his 
affiliation as associate of the Window Display Installation 
Bureau, has been exceptionally busy handling window dis- 
play installations for national advertisers. Mr. Alenier was 
formerly display manager of the Scharfenberg Department 
Store at New Haven. 





W. B. Speeler, of the Speeler Advertising Service, Nash- 
ville, Tenn., has taken on the installation of window displays, 
in addition to his show card business, and starts his new 
department with the installation of Sangrina, Feminex and 
lodent displays. Mr. Speeler succeeds Melvin H. Jenkins as 
the associate of the Window Display Installation Bureau in 
Nashville, Mr. Jenkins having taken up other work. 





E. J. Magee, manager of the Magee Window Trimming 
Company, 301 North Tacoma Avenue, Indianapolis, Ind., re- 
ports early progress with this new service which is covering 
territory adjacent to Indianapolis, successfully, handling dis- 
plays for local merchants and national advertisers. Mr. Ma- 
gee was for eight years display manager of Goldsmith Chain 
Drug Stores of Indianapolis and is adept in his line. His 
brother is his first assistant in the new business. 





The concern of Marquis & Whitney has beer reorganized 
and is now known as the Prather-Marquis Co., Inc., with 
offices at 405 Douglas Bldg., Seattle, Wash. The concern is spe- 
cializing in the creation, designing, production and installa- 
tion of window displays. The personnel has had a long and 


varied experience in all branches of the display business and 
this assures for this concern a substantial success. John F. 
Keys is secretary . 





W. V. Young, manager of the window display department 
of the Omaha Outdoor Advertising Company, Omaha, Neb., 
reports business good. This concern is handling display in- 
stallations in the Omaha territory, including Sioux City and 
Fort Dodge, Iowa. 





The United Window Display Service & Sales Company, 
2028 South Vermont Avenue, Los Angeles, Cal., have estab- 
lished a complete organization to include installation of win- 
dow displays for national advertisers, display and show card 
service for local merchants, and a complete stock of the best 
window display accessaries and decoratives. This concern 
will act as exclusive agents for a number of well-known dis- 
play equipment concerns. Edward H. Siney is manager and 
Charles C. Slaughter has charge of the show card depart- 
ment. 





Benjamin C. Margolis, operating the Marfel Display Serv- 
ice at 11 West Redwood Street, Baltimore, Md., reports con- 
siderable progress in the sales and merchandising program 
for national advertisers, which is a part of their regular dis- 
play service. In addition to competent displaymen, the firm 
employs a number of salesmen who are equally efficient in 
their particular angle of this work. The entire service has 
grown rapidly and some exceptionally attractive windows are 
being installed in Baltimore stores. 





EXCELSIOR WINDOW TRIMMING @} 


PROCESS 
WORK 


=e TEL WATKINS 9413 -=--- [RE 


a Expert Workmanship Guaranteed 


-103 WEST 14th ST- 





PICTORIAL 


POSTERS 
NEW YORK: N-Y 
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Display Taking Honors In Retailing 
Every Line of Retail Selling and Promotion Seeking the Greatest 


Efficacy of the Golden Power of Window Display 


By J.-H. HILTON 
Display Manager, Ritter & Meyer, Youngstown, Ohio 


HERE is a different atmosphere pervading 
the display profession today. It is the re- 
sult of a better understanding on the part 
of merchants of the value of their window 
displays. Naturally, they are demanding 

a higher type of work and this is evident in the great 
improvement in the average window display in large 
and small city alike. 

This has brought the displayman into higher esteem 
as he is recognized as a producer and not a parasite. 
And this greaer respect for his work has inspired the 
displayman to greater effort and greater accomplish- 
ments, all to the benefit of the American retailer. 

One need but go back a few years when the display- 
man had to engage in a heated argument and nearly lose 
his job in an effort to get the most modest window dis- 
play equipment. Again, he had to be the general handy 
man, doing all the chores that did not fall into the par- 
ticular category of even the cheapest clerk. 

Fortunately, things are different today. It is not 
unusual for the display department to constitute one of 
the ranking promotional activities of the establishment, 


eo Cua toda 


the display manager sitting in on all merchandising 
conferences. This has brought about the closest kind 
of cooperation between the buyers, advertising manager 
and the display manager and that is the secret of 
successful retail management today. 

One of the outstanding things in the display field 
has been the universal adoption of up-to-date window 
display methods by various and sundry industries that 
seemed hopeless prospects for its use. A few months 
ago when I received a letter from the headquarters of 
the Trade Extension Bureau, Evansville, Ind., which is 
the centralized business headquarters of the Plumbing 
and Heating Industries of America, requesting that | 
get in touch with the five largest plumbing concerns in 
Youngstown and urge them to decide upon a program 
of modern window displays which I could install. Just 
think of it, plumbers, grocers, restaurants, real estate 
offices, all getting interested in window display adver- 
tising, and when they get interested they are the most 
progressive users of window display I have ever come 
in contact with. 

Merchants happily are giving full consideration to 


fo 
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J. H. Hilton Puts Selling Punch Into His Men’s Wear Windows for Ritter & Meyer, Youngstown, Ohio 
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Sensational Parisian Novelties Are Now The Vogue For Window Display 


ERFECTLY modeled 

miniature figures, 18 
inches high, recently im- 
ported from France by us, 
have become decidedly pop- 
ular through their charm 
and grace., They depict a 
dainty feminine figure in 
various catchy costumes 
and many fetching poses, 
no two exactly alike. 






Some have bathing cos- 
tumes, some are in lingerie, 
while others are in ballet 
costume, etc. 









HESE figures are im- 
pervious to heat and 
sun, being made of bisque 
and are ideal in every re- 
spect for modern window 
display. 





| Spiess oa stores, specialty shops and national advertisers seeking something unusual to promote products such as 
hosiery, lingerie, outer apparel, corsets, girdles, millinery, hair-dressing and bathing attire will find these figures singu- 
larly appropriate for this purpose. 


Prices, $4 and Up. Large Figures Made of Wax, $35 Up to $100 


Write for our liberal discounts for quantity. 


BEAUTICRAFT IMPORT CORPORATION 
23 EAST 14TH STREET . NEW YORK CITY 
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Mother’s Day Display Card 


21%” x 16” z Side Wing Easels The Individual 
Style -:- -:- 





of every frock or coat must 
be carefully accentuated— 
must be displayed properly 


ONLI-WA 
Display Fixtures 


to gain the attention 
of miss or madame 


























4 COLORS AND GOLD Illustrated Catalog No. 12 

1 Color on Reverse Side , f on Request! 

The Most Beautiful Mother’s 
Day Display Card Ever Issued Tha t New Finish 
| WIREOR. () DISCOUNTS we give our fixtures keeps 

WRITE $ Dell ed IN them from blistering in the 

| TODAY piles QUANTITIES sun, and the new am 3s — * é 
i tal fitment i their Reg. U. S. Pat. Off. 
| Can Ship at Once we of aaa aaa and Originality 
RICHARDSON ILLUSTRATING CO. 
1| 149 Broadway New York THE ONLI-WA PExtuRe ©. 
j!_ NOTE!—Ask about our June Bride Display—Now Ready. ST. PAUL AVE. Dept. . W. » UV. 
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Show Cards as Used by J. H. Hilton Play a Big Part in the Success of His Window Displays 


window display advertising because the merchandising 
value of this medium is a proven fact. In my city, 
which is the world’s second largest steel center, busi- 
ness is booming. Skyscrapers are going up fast. In 
the heart of the city four buildings are being torn down 
in readiness for what is planned to be Ohio’s finest de- 
partment store, The Strouss-Hirschberg Co., and the 
display layout which I was fortunate to see, is a feast 
for any displayman’s eyes. On the next corner is a 
sixteen-story bank building, recently completed, the 
ground floor of which is occupied by Powers & 
Flaugher, an exclusive men’s wear store, whose battery 
of show windows has been masterfully designed and 
always decorated in the finest style. There are at least 
twenty-five new store fronts that have been installed 
during the past fifteen months, all excellent examples 
of this new day in merchandising, the best utilization of 
the show windows. There is only one reason, and that 
is because window advertising brings results where 
other advertising methods often fail. 


In conclusion I would like to urge upon merchants, 
displaymen and cardwriters that a closer study be made 
of this wonderful power in merchandising and adver- 
tising, because those that are climbing the ladder of suc- 
cess fastest are those that are fortifying themselves 


with the experiences and methods of others throughout 
the country. I can speak only for myself in saying that 
I eagerly await the arrival of the several publications 
to which I subscribe, especially The DISPLAY 
WORLD, which has been the greatest source of inspit@- 
tion and information to me in my work. 

There are bigger opportunities today for the live 
wires in the display profession than in most callings, 
and that is why it is worth real study and concentration. 
The day is here now when the advertising departmetl 
of every national advertiser will have a completely 
organized display division, to get the best display sup- 
port possible from their thousands of dealers in all parts 
of the country. 





GAY TIME FOR ST. LOUIS DISPLAYMEN 

Announcing that the “shower” committee of the Show Me 
State Club was going to put on an “Old Tyme Show, 
curiosity was aroused, and at the Marquette Hotel, March § 
there gathered a big group of the St. Louis Association of 
Display Men, St. Louis, Mo., and enjoyed a big stag affaif 
The event was one of the most successful ever held and thett 
was plenty..of excitement througout the evening. 





HIMELEIN’S IN NEW HOME é 
Himelein & Co., Inc., Gonawanda, N. Y., ‘have moved into 
their new three-story building on Main Street which 1s ° 
modern construction and equipment. 
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“Perfect Stroke” Show Card | “Perfect Stroke’ White Pen 
a age peenene neat, ne Ink — a high quality ink 
ul, uniform letters. eady . 

his webs, tor tes Srech. that fills a long-felt want. 


SHOW CARD WHITE 
































i dik Sia ane | 20m: Dettles....... $0.40 $4.25 Ine perfect white~ 
Pa, 20 $2.40 | 2:02: | 
Gist vt any, Bot... 0 GSR | Simm veneers BS will nol crack -- covers perfectly 


Qt. pat. cap. bot... 1.75 21.00 | Quart ............. 4.00 “ ” 
All Prices F. O. B. Dayton Pertect sirake 
WHITE PEN INK 


FOR ANY STYLE PEN OR AIR BRUSH Flows freely ard covers well 
on any Aark color. 


‘Erm st Bet zo VD, ’ Cue | 


One house of Fectect Stroke brushes and Supphes 
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THE 


BLUE PRINT TEXTBOOK 
of Sign and Show Card Lettering 








hout 


that BY 
ions CHARLES L. H. WAGNER 
AY Principal of the Wagner School of Sign Arts, Boston, and 
yira- Educational Director, Associated Sign Crafts of N. A. 
“ An Up-to-Date Manual of Great Commercial and Educational 
live Value. Essential to Vocational Schools, Sign Painters, Show 
Card Writers, Apprentices, Helpers, Stadents, Window Trim- 
ngs, ters, Artists, Designers, House and Automobile Painters, Out- 
a door Advertising Artists, Commercial Artists, Store Proprietors 
10M. and Clerks, Teachers of Drawing, etc. 
nent The BLUE PRINT TEXT-BOOK is invaluable to any one seek- 
tel ing knowledge in the sign arts. It contains seventy-two full- 
stely page plates of alphabets, and is replete with copy relative to 
St the mechanics of sign and show card writing. Gilding on wood 
P and glass, pigment and color information featured in addition 


arts to lettering. 


The author has been teaching lettering for more than twenty 
years, and has embodied in this book ideas which have proved 
valuable in developing students into finished workmen. Hun- 
dreds of first-class craftsmen Have learned lettering from the 


MEM] TEXTBOOK. Don't delays” Order your copy at once. 
ow Send for FREE Samples, or, 
i | PRICE, $5.00 better—a trial order. Then you'll 
fait, ee ee ree KNOW that Quality is the reason. 
‘here i , 
| WAGNER SCHOOL OF SIGN ARTS HURLOCK BROS. COMPANY 
ublishers Inc. 
a || COLUMBUS AVE. BOSTON, MASS. 3436-38 Market St.—3435-39 Ludlow St. 






Agents Wanted—Write for Terms PHILADELPHIA 
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Store Card Writing Essentials 


Lettering, Color and Layout Are the Prime Factors in Successful . 
Show Card Writing—Suggestions for Better Design 


By GEORGE M. ALLEN 
Display Manager, Leopold Adler Dept. Store, Savannah, Ga. 


Y experience in department store show card 
writing has taught me that there are three 
essentials for the production of neat, at- 
tractive and effective work. First, the 
knowledge of lettering is fundamental 

and necessary; second, color is a very important fac- 
tor; third and last, but most important, is layout or 
design. 

The latter, I believe, is the biggest contributing 
factor in producing attention-compelling show cards, 
and, with skill, originality and diversity in this direc- 
tion, one’s success is assured. I have seen quite a 
number of show cards that were poorly lettered, but 
got their sales talk over effectively because of attrac- 
tive layouts. However, good craftsmanship in letter- 


A Group of Attractive Show Cards by George M. Allen, Showing Diversity in Lettering and Layout 


ing is essential, because to become a finished card 
writer a combination of both qualities must be ac. 
quired, I should say, mastered, because diligent prac. 
tice and study will bring success. 

Show cards that have good lettering and good 
layout are always pleasing to the eye have real sales 
value and will deliver their messages sharply to the 
passing public. Color, too, is very important, but it 
can be given last consideration. Show cards must, 
first of all, harmonize by themselves and then with 
the particular display with which they are to be dis 
played. 

There are numerous ways in which a card can ke 
dressed up or made attractive without detracting from 
legibility. Always remember to leave plenty of blank 
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A better airbrush 


M AKE signs with the Model H Paasche Airbrush and you 

make better signs. It is the means to better work. 
Every displayman has use for a Model H Airbrush. It allows 
him to put character in show cards—to make them stand out. 
Let the airbrush write your copy, and display your ability in 
the delivery of your message to the public. If you are a user 
of an airbrush, we suggest that you compare it with Model H, 
or, in contrast to the work of the Hair: Brush, place a Model H 
airbrush in your hands and you will see the difference. We 
want to show you our confidence in the Model H—in its ability 
to perform. How about trying one? 


If your dealer does not carry the Paasche Line in stock, write 
us direct. Use the coupon. 


{FRB TRS SSS SSSR 


PAASCHE AIRBRUSH CO., 
1902 Diversey Parkway, Chicago, Ill. 


I will be pleased to try your Model H Airbrush. 
If I return it, you cancel the charge or refund my 
remittance. 





Piice Only 
$16.50 


Maia Ge teen 8h... oer ae) PEE A, 27 basa eee a de 
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space, not to make the lettering too large and to 
keep well within the border or edge. 

A few suggestions for assisting one in securing 
different layouts are offered: A line of lettering placed 
in the upper lefthand corner, another in the center, 
and still another in the lower righthand corner, leav- 
ing plenty of blank space, usually works out well. 
There are, of course, many fixed rules that govern 
good layout which can be deviated from to secure 
different effects. An oval painted in the center of the 
card, well within the edges, on which the lettering is 
placed, is attractive. A panel painted on the card at 
an angle, so that the top will be nearer the left edge 
of the card than the bottom, is also a good stunt. 
These panels can be placed in the center or near the 
top, but if at the top, a line of lettering at the bottom 
of the card is usually required to secure the proper 
balance. Making the panel of a different color of 
cardboard, fastening it to the original card with small 
clips, produces a sharpness and an appearance of 
depth that is unique. 

These panels can either be painted a solid color 
or outlined. In either case, the lettering should pre- 
dominate. The decorative effect or ornamentation 
is merely for the purpose of making the lettering 





Poster Effects Always Have Attention-Value 


stand out and care should be exercised that this pur- 
pose is not defeated. 

Flowers of very pale colors at the upper right and 
lower left of show cards lend grace. These flowers 
should be quite small and only those that are in season 
should be used. 

A variety of designs can be used in panel layouts ; 
for example, circles, ovals, squares, oblongs, and many 
variations with rounded, scroll or conventional tops. 
Slanting the panels adds distinction and is desirable in 
most cases. 

When the card is to give the price but without 
prominence, the price can, nevertheless, be made quite 
large, but in a pale tint with lettering over it so that 
enough of the price is exposed to make it easily read. 
The effect secured is that of the lettering in relief over 
the price. 


April, 1926 


Pictures on cards add to their attractiveness pro- 
vided they are not too large and do not crowd the let- 
tering. They should, of course, be appropriate to the 
copy. Hand painted illustrations are better than cut- 





Light Lettering on Dark Cardboard Is Very Good 


outs from magazines, but should be rendered with skill 
and accuracy. Cartoons are good at times, but like any 
other kind of illustrations should be appropriate. 

Novelty in the lettering is also a means of securing 
attractive and distinctive effects. There are so many 
ways that this can be done that I don’t want to go into 
detail here. Carrying the down stroke of certain letters 
through several lines of the show card or even its whole 
length affords many opportunities for new effects. 

The public will read curved lines and broken lines 
and there are any number of ways cards can be made 
different in appearance and more effective. All of these 
variations improve the range of the show card as the 
loud speaker of the window display, but it all is de 
pendent upon one’s knowledge of the prime essentials 
of show card work, lettering, layout and color. 

One’s mind should be at ease in order to make gooé 
show cards. Make your work room as pleasant as pos 
sible, keeping your desk neatly arranged, with a place 
for everything and everything in its place. Then agait 
good cards cannot be turned out in a hurry, although 
speed in lettering is a big asset in handling the large 
volume of work in a department store. It is better t 
strive for perfection and the speed will take care of 
itself. 

My knowledge of show card writing was obtained 
by hard work and digging as I had no instructor, but! 
was always looking for pointers and now after mafy 
years of experience I have lots to learn and am learning 
more and more every day. In other words I am today 
as eager for suggestions and stunts to improve my work 
as when I first became interested in show card and 
display work. 





PROCESS CONCERN ENLARGES PERSONNEL 

Warren Ferber, decorative designer and artist and Edward 
J. White, sales executive, have joined the staff of the Phil 
Sign and Display Studios, 223 Sixth Avenue, New York City, 
the new and larger location of this concern which is specializ 
ing in limited edition silk stencil process work for local atl 
national advertisers. Philip Buccolo is proprietor of 
growing business. 
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: Biggest I. A. D. M. Convention 
he Elaborate Plans Nearing Completion That Will Make 


1926 Convention a Revelation to All Attending 


HE educational features for the coming convention 
of the International Association of Display Men 
to be held at Hotel Sherman, Chicago, June 14 to 
June 17, inclusive, gives promise of greater worth 

to retail merchandising than any previous effort along these 
lines. More interesting and effective demonstrations and lec- 
tures pertaining to efficient merchandise display will be in 
evidence throughout the entire convention. 

The Educational Committee recently mailed questionnaires 
to several hundred displaymen throughout the country, asking 
for their cooperation to decide just the sort of demonstrations 
that would be most valuable to them and the stores which they 
represent, and from the many answers received the com- 
mittee will select the best ideas of display and present these 
demonstrations in the three show windows to be built espe- 
cially for the purpose in the convention hall. 

Many of the requests for demonstrations include live 
model draping of yard goods, and the committee has decided 
to make this feature of unuusal interest by conducting a 
championship contest to be decided as follows: 


“Thirty Shades in 
~ High Quality 


q 
Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 





Three demonstrations of live model draping will be given tend for Sample Folder 

each day of the convention for three days, and the best of 

these, selected by competent judges, will compete during the CENT) BpanD 
kill annual banquet to be held at the Million Dollar Rainbo Cres 
any Garden for the championship, which will carry an unusual 

and valuable award. ‘ ; O)ete - we announce the addition of 
: It is expected .that this educational feature will attract our new STARBURST LINE of Poster 
Ing the very best yard goods drapers in the country and that they Boards in Six Stunning New Colors 


any will present a series of demonstrations which will be more 


into interesting, practical and valuable than ever before shown CARD Vv 
ters for the benefit of increasing the sale of materials sold by CHICAGO soaro COMPAN 

the yard 666 W. WASHINGTON BLVD. . CHICAGO 
10le egy: Originators of New Colors and Finishes in Poster Boards - 


One of the big entertainment features will be a “stag 
party” given by the Chicago Display Equipment Manufac- 























ines turers’ Association to all I. A. D. M. members in attendance. 
ade It will be staged in the beautiful grand ball room of Hotel We Need 

Sherman, Tuesday evening, June 15, where a super-entertain- 
1eS¢ ’ ’ ’ 
the ment of vaudeville will be provided by the best talent ob- LOCAL REP RESENTATIVES 
4 tainable. Many surprise features will be introduced and E . d aad dient 
& no expense will be spared to make the event enjoyable to Pee ee. Seay 
tials HE the utmost. men or window display serv- 

A charge of $5.00 will be made for registration at the con- 1Ces preferred. 

ood vention. Only paid-up members will be allowed to participate We offer a very attractive 
pos oo Dead this fee the members will receive an envelope con- proposition based on our 
a aining official badge and banquet ticket, which gives admis- NEW CATALOG G 
ae sion to Rainbo Garden and includes the dinner and entertain- . 
gain ment. The envelope will also contain tickets to all the vari- Write for Information and Catalog 
ugh ous entertainment events of the convention. 
arge The annual contest will again be a feature of the con- Cincinnati Show Case & Display Fixture Works 
© to vention, the general rules and classifications being the same i rae . 
: om heretofore. AJl photographs must be not less than 5x7 232-40 Main St. Cincinnati, Ohio 
e or larger than 10x12, and should be sent prepaid, on or : 








‘a — June 10, to R. O. Johnson, contest clerk, care of dis- Sack 
ine Play department, Commonwealth Edison Company, 72 West [33 SALES g 
vut | Adams Street, Chicago, Ill. All I. A. D. M. members in good DOU BLE YOUR WINDOW 


nay Standing are eligible and the photographs submitted must 


be of work executed during the fiscal year. with OUR ELECTRIC TURN TABLES 





im Although much more exhibit display space is available DisPLAY Axo SELL MORE GOODS! 
oday this year than ever before, it has all been reserved, and over Electric cost 3 cents per day—Capacity over 100 Ibs. 
work one hundred manufacturers of' display equipment, decoratives Fully Guaranteed—Write Today. 








great interest in the event this year and forecasts a record- 
breaking attendance. Arrange now to attend, for it will surely 


) Prove a source of information, education and inspiration. ELABORATE 
a Or KENT STAGE SETTINGS 
Phil VAN. BLERKOM IN NEW GALLERIES FOR STYLE SHOWS 





and i i i o Over 5,000 % Cornhill, 
and Nd accessories will be represented. This demonstrates the users ELECTRIC WINDOW SALESMAN CO. 





i The David Van Blerk Co., N York City, held the 
City, e David Van Blerkom Co., New Yor y, 
siglize formal opening of their new furniture galleries at 124 Fifth AMELIA GRAIN, P HILADELPHIA 
Avenue, on Saturday, March 20. The display of original and Established 1890 Absolutely Reliable Service 


1 and aue, 
- this “stinctive furniture was a revelation, to the throngs that at- CATALOG FOR THE ASKING 
tended, This concern is making a specialty of the needs of 
the display profession. FOR RESULTS USE THE OPPORTUNITY EXCHANGE 
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With the New York Displaymen 


Very Creditable Displays Precede the Special Spring Openings— 
Bold Departure in a Display Combining Shoes and Linens 


By HAZEL STEVENS 
New York Correspondent, The DISPLAY WORLD 


PRING still shares its honors with the affairs 
of the evening, opera and dance costuming, and 
with annual furniture, china, and other sales 
in New York windows. The lateness of the 
warm weather is no doubt holding back show- 
ings of some of the more airy and distinctly 

summer merchandise, which usually appears in March. Sport 
things for Florida, however, are present, and dashingly 
arranged. 

The greater call upon the skill of displaymen during the 
month has been in the showing of miscellaneous sale material. 
To do an artistic job with full windows, perhaps not exactly 
crammed, but at least including more than one group of mer- 
chandise, is a triumph which the New York men have accom- 
plished in many cases. 

They don’t like that kind of window, they say; but at least 
they realize their necessity and the need discloses their metal. 

One clever combination “sale” display which appeared a 
little before April, if you please, combined shoes and linen. 
So skillfully was the grouping done, that one did not think, 
really, of two incongruous materials; each display was a 
unit; the window said without words, “Here are two sales 
going on at the same time, what will you have, linen 
or shoes?” 

There were three main groups of the linen, draped from 
stands which represented torches, the widest in the middle. 
The color blending on one side was of orange, gray, and 
orchid; on the other, orange, white, and blue; in the middle 
were two tawny shades of green. On the sides, the goods 
was rosetted at the top, and arranged in cascades at the bot- 
tom. In the center, the bolts from which came the goods 
making the torch, lay on the floor. 

Between the center torch and each lateral one, was the 
shoe display, a group of three on a stand, and additional 
groups on the floor. A placard announced, “Remarkable 
clearance....etc.” Behind each placard was a conventional 
green tree, suggesting the idea, “Spring Sale.” 

Figured dress materials continue to give opportunities for 
daring windows. The wholesale houses are stimulated to 
unusual displays by these goods. Cheney has had all month 
attractive displays of silks, using wrought iron stands of 
varying heights and shapes to drape the silks into graceful 
and effective outlines. 

H. R. Mallinson and Co., are doing some remarkable 
things with checked and striped materials. In a “Mel-O-Dee 
Stripes” window, they showed a huge elephant, center, with 
the jeweled and bizarre richness of its accoutremont echoed in 
the silks displayed right and left on stands. 

Lord and Taylor’s had a gorgeous green window, all 
shades of green draped together into points against the back 
wall, with the silk bunched at the sides in huge swirls. On 
a platform, center, was a French figure, supersize, draped in 
the silk, which trailed off to cover the platform. and extended 
to the back and side drapings. A green glass vase carried 
red and pink tulips. Flower clusters lay flat on the platform. 
A gold book in the foreground with a green silk book’ mark 
holding it open made the announcement about the silk. 

The announcement by placard in a Franklin Simon and 
Company window, “Paris sponsors black and pink,” was the 
motif for effective combinations of these two colors, in gowns, 
fans and other accessories, and in the background. 

The touch of spring is being used in windows, even when 
the display is of conventional materials. Samoff and Com- 
pany, for instance, dressed up a window which showed opera 
gowns with a jar of pussy-willows and ferns. 

“A Spring Morning on Fourth Avenue” was one of the 
effective windows of the month by Franklin Simon and 





Company, showing Bramley frocks. Cut-out figures of two 
girls wearing sport suits, buying violets of a vender on the 
street, formed the background. The pasteboard girls wore 
real clothes and real violets at their belts; the pasteboard 
vender had real violets heaped in his basket. The street 
scene was painted in. The foreground displayed small sport 
accessories, scarfs, purse, sport hat, hose and two dresses. 
Fern dishes at either side continued the spring suggestion. 
The rug was gray. 

Macy’s used as background for sport clothes a green lat- 
tice with yellow cala lilies set behind in pots, with the blos- 
soms peeping through the lattice, and also some in front. The 
effect was a conventionalized spring setting, combination of 
the artificial and natural. At each end of the window was an 
artificial evergreen tree in a gold box. Green and yellow 
were the colors followed in the goods displayed, which were 
sweaters and undervests. 

A pre-Easter window of Macy’s ygeeds also to be spoken 
of, a prayer book, bible and hymnal window. A scarlet cur- 
tain formed the background, against which was set a hand- 
somely carved church pew or bench. On the bench were, at 
the side, small scarlet hymn books, flanking a heap of larger 
ones. A cassock was in dull rose. Piles of bibles, big and 
little, were on the floor. Large study bibles were on stands 
at the sides. 

Across the front of the window ran a border of purple 
silk, bunched gracefully, and caught up into the stands at 
either side. Scarlet and gold cloths were used on the stands. 
A facsimile page of the Gutenberg bible was shown on a 
small table, and a small replica of an old chained bible, with 
an explanatory card. 

Candles furnished particularly appropriate lighting for 
this window On the side wall was the picture of a cathedral. 

Toward the end of the month, James McCreery and Com- 
pany were having their Spring fashion show. Notable fea- 
tures of their window displays for the show were posters 
painted from life by Joseph Cummings Chase, display man- 
ager, of models wearing new styles in frocks. 





NEW TRANSPARENT WINDOW SIGNS 

The Lighting Display Co., 23 East Fourteenth Street, New 
York City, has originated an electrically illuminated sign for 
window display use which consists of a frame which originally 
sold together with six transparent signs for replacement, and 
is so designed to blend with all types of merchandise. It . 
fitted with a flasher. It is called the “Lightning Salesman 
and has many advantages cver other methods of making wit 
dow announcements. Its attention-value is very great because 
it utilizes the advantages of light and motion. Realizing that 
the great value of the sign is in the replacement feature, 
the company has adopted a new merchandising plan, whereby 
the merchant is sold a set of fifty-two signs and the frame 
itself is given away free. In this way the merchant buys 3 
year’s sign advertising, as there is a change for every week 
in the year. 





TO CHANGE DISPLAYS DAILY 
A new exclusive women’s specialty shop has just opened 
at Minneapolis, Minn., styled Mullowney, Inc. Mr. Mullow- 
ney has announced that the store’s policy will be to change 
its window displays daily so as to better inform the publit 
of the variety and quality of merchandise offered. 





FISCH NOW IN NEW HOME . 

The formal opening of the Fisch Department Store, 115 
South Broadway, Los Angeles, Cal., was featured with 4 
three-day sale, well-supported with window displays. 
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Community Window DisplayContest 


Eleven Hundred Merchants of Thriving City Join in 
Spirit of Friendly Cooperation and All Benefit 


By VICTOR W. SEBASTIAN 
Eastern Representative, The DISPLAY WORLD 


ORACE GREELEY many years ago said, “Go 
West, Young Man, Go West,” and in these days 
we hear many people say to the displayman in 

—~\y small towns seeking ideas, “Go to the Big City, 

Young Man.” This advice is sound and proper, but a recent 
window display contest held in a live suburban center would 
indicate that- the big city man can also learn a host of 
things in a small city. Inspection of photographs submitted 
in national contests invariably show the creative art and 
infinite care with which many small town windows are 
decorated. 

Jamaica, the city where a unique and successful display 
contest was held, is located on Long Island, twelve miles 
from the New York City Hall. As far as its location is con- 
cerned, it might be 1,000 or 2,000 miles away, as the city is 
self-contained, having manufacturing enterprises, colleges, 
and other enterprises that make it independent from the com- 
muting element. 

During March this display contest was held and the 
minute care with which every single detail was covered 
showed the months of advance preparation of the committee 
of the Jamaica Board of Trade, who arranged for this spec- 
tacular affair. This committee consisted of. G. B. Schorn, 
Charles Maer and Harry Gertz, chairman, leading local mer- 
chants, who not only prepared, but had produced special pos- 
ters which were displayed in the various windows announcing 
the event. In addition, many advance personal calls were 
made on the various merchants to: arouse their interest. 
News stories and. advertising announcements were also in- 
serted in the daily newspaper. 

On the day of inspection, judges who had been previously 
appointed, found such a wealth of inspiring ideas and special 
merchandising .appeals that the various prize winners were 
only reached after lengthy and deliberate consideration. The 
judges were: Victor W. Sebastian, The DISPLAY WORLD; 
Gustavus Henning, Dry Goods Economist, and E. A. Bates, 
Women’s Wear. 

To the prize-winning merchants the following prizes were 
awarded : $25 to first, $15 to second and $10 to the third in 
each of three classes, which were: 

Originality: First, Burden & Company, department store; 
— Maer’s, women’s apparel; third, Character Shoes, 
shoes. 

Beautiful: First, Saul’s, women’s apparel; second, Fanny 
Farmer, confectionery; third, John A. Schwarz Company, 
furniture. 

Effective: First, James & Hawkins, hardware; second, G. 
B. Schorn, furniture ; third, Hugo Bondy, men’s wear. 

Honorable mention was awarded to Beck-Hazzard, Blum’s 
Levin, Jonas, Borough Shirt Shop, M. Blumensteel and B. 
Gertz, Inc. 

To tie-in the interest and attention of the public the com- 
mittee arranged for and awarded additional cash prizes of 
$100. For the thirteen best letters descriptive of the contest 
and describing the window: First prize was $25, second $15, 
third $10, and ten prizes of $5 each. This created especial 
attention to each window and also brought in an immense 
number of names by mail, thus showing the keen interest that 
had been aroused. 

It seemed to be the unanimous opinion of the judges, after 
a thorough and complete tour, that the windows which were 
least crowded but showed proper attention to harmony, bal- 
ance and color effect were the best. This was notably true 
in the apparel display windows, but it must be taken into 
consideration that these are lines that give the displayman 
More latitude than many others. On the other hand, the 
Confectionery and hardware winners’ windows were fairly 
Compact, but gave proper thought to balance. A tendency 


(Continued on page 61) 
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The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to. Handle and Keep in Order 
Ask Any One of 18,000 Sea 


= 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 




















Before Ordering a Valance, Write 
BRYAN’S, Louisville, Ky. 




















FINE ARTS PAPIER MACHE 
CORPORATION 


149-153 West 24th Street, New York City 
Chelsea 8190-8191 
Complete Display Service—Floats—Period Interiors 


Telegraphic Orders Promptly Executed—Sketches on Request 

















IT’S A WINNER! That’s what they all say about 


“NUARTCHROME” 


Nuartchrome is applied to backgrounds in our own studios by 
special process, any color. Specify “Nuartchrome” finish on 
your next background, order now for early delivery. Back- 
grounds made to order. Send diagram. 


THE SCHLICHER STUDIOS 
32-34 N. Main St., Fond du Lac. Wis. 








Designers and 
manufacturers 
of valances— 
draperies o f 
the better kind. 
Samples sent 





on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 


KINNEA 











DISPLAYS 


WINDOW SETTINGS 





19 East 15th St., New York City Fraps pl 
SEND FOR CATALOGUE BACKGROUNDS 




















Rubber Covered and Wire 
Easels or Stands 
Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 


for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


ete. Manufactured by For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 





For Plates 








Advertise Your Wants in 
THE OPPORTUNITY EXCHANGE 
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Sid Goldberg, formerly display manager for Kline’s, Cin- 
cinnati, Ohio, has assumed the position of display manager 
for Orkin’s, New York City. Mr. Goldberg is succeeded at 
Kline’s by his former assistant, Stewart Jester. 





G. H. Janes, formerly connected with the display depart- 
ment of the Fred Loeser Company, Brooklyn, N. Y., is now 
display manager for the Carl Company, Schenectady, N. Y. 
This company has just installed new permanent: backgrounds 
carrying the Italian motif that are a wonderful improvement 
for this establishment. 





An automobile accident accounts for the hospital confine- 
ment of Russell Wallbridge, display manager of H. Liebes & 
Company, Portland, Ore. Last reports indicate he is doing 
nicely. 





H. C. MacDonald is now display manager for the Newcomb- 
Endicott Company, Detroit, Mich. This position was until 
recently held by Henry Sherrod. 





Eugene Cowgill, formerly with the Clayton Company, De- 
troit, Mich., is now display manager for Charles W. Hamiel 
Company, Dayton, Ohio, the city that formerly claimed him. 





R. A. DuBrell, formerly display manager for Ellison’s, 
Minot, N. D., is now located with The Fair, Valley City, 
North Dakota. 





Anthony Ficeto, display manager for the Bedford Silk 
House, Waterbury, Conn., won first prize for the tenth time 
in the local spring opening competition. 





Leo Stanfield, formerly display manager for H. Jonap & 
Company, Cincinnati, Ohio, is now star auto salesman for the 
Gilbert Chevrolet Sales Company, of that city. 





Hugh Gordon, displayman for the McVicar-Howard Cloth- 
ing Company, Wichita, Kansas, was first prize winner in the 
window display contest conducted by the Jersild Knitting 
Company, Neenah, Wis. 





Harry Boyd, for several years advertising and display 
manager for Zenner-Bradshaw, is now display manager for 
the McMahon-Diehl Company, Huntington, W. Va. 





L. A. Cusanovich, display manager, Bullock’s, Jos An- 
geles, Cal., has left America for an extensive European trip, 
where he will study styles in window and store decoration 
and display. He will be away until June 1. 





Herman L. Battle has assumed the position of display 
manager for Jacobs & Levy, Richmond, Va. He was formerly 
connected in the same capacity with W. B. Moses & Sons, 
Washington, D. C. 





H. E. Lauter has left The Neusteter Company, Denver, 
Colo., as display manager and the position has not yet been 
filled. 





The use of antiquated figures for the display of clothing 
is a detriment to any business and no wide-awake merchant 
should tolerate them. 





At Dallas, Texas, the Marjdon Hat Shop, as the sales 
appeal for a window display of picture hats, attached to 
the display card a fashion clipping announcing that Mrs. 
Coolidge favored this type. 





= ——e | 


E. F. Horn, formerly displayman for Hobbs-Henderson 
Company, Spartansburg, S. C., is now located with the 
L. F. M. Store, Atlanta, Ga. He is also taking charge of the 
advertising department. 





Clay C. Sisemore, Dobyns Furniture Company, Little 
Rock, Ark., scored a hit with a display featuring the Memorial 
Coin Sale for the Stone Mountain Memorial. Many relics of 
the Civil War were displayed in the window, including photos 
of Generals Lee, Churchill, Jackson and Jefferson Davis. 





Charles E. Adams, displayman with the Boston office of 
the Dennison Mfg. Company, gave a lecture and demonstra- 
tion on the use of crepe paper in window: decorating before 
the Kiwanis Club of that city. He was assisted by Robert 
E. Miller. 





Frank Fiala, secretary of Omaha Display Men’s Club, re- 
ports that Spring Opening Week was a wonderful success, 
all stores, large and small, participating in the event. 





J. Walter Johnson, display manager of Powers Furniture 
Company, Portland, Ore., has just recovered from a severe 
illness, having been confined to a hospital for a fortnight. 

‘E. J. Tracy, manager of business extension department, 
Denver National Bank, Denver, Colo., installed an interest 
ing display for his institution during the Stock Show. A 
large cut-out of a steer’s head was used as the centerpiece, 
alongside of which were two large display cards calling at- 
tention to the bank as a live stock bank with complete facili- 
ties for banking by tnail. . 





Isak Loef, Inc., Kuopio, Finland, a large hardware estab- 
lishment, used their display windows after the American 
fashion. A recent display featured Atkins’ saws, using this 
American firm’s standard display helps. 





The Boston Advertiser recently devoted one of its show 
windows to a display for the Tampa Board of Trade, fea 
turing the fruits and cigars of that Florida city. 





A perfect model of a Pennsylvania locomotive and tank 
only nineteen inches long, but correct in every detail, was al 
unusual attraction in a feature display at Lippman’s Depart 
ment Store, Harrisburg, Pa. 





When the new traffic system was installed in Cincinnati 
Klosterman’s Coffee Shop installed an effective window dis 
play showing Fifth Street in miniature with the new traffit 
controls, calling attention to the advantages of strict obser 
ance of all traffic regulations. 





The Ansonia Furniture Company, Ansonia, Conn., secured 
some wonderful publicity by devoting one of its windows 1 
the Perfect Baby Contest, showing the prizes to be awarded 
as well as photographs of all the entries. 





The Acme Window Display Service, 246 Fifth Avenue 
New York City, has established a well-organized window 
display installation service. The states of New York, New 
Jersey, Connecticut and Pennsylvania will be covered. How 
ard J. Cox, manager of display operations, has installed dis 
plays in one hundred different cities for the. Woman’s Home 
Companion, and is personally acquainted with the drug 4 
grocery trade throughout this territory, and is, thereforé 
especially qualified to handle window display work for ™ 
tional advertisers. 
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ROSS STORE. FOR WHEELING 
A <eneral department store operated by Ross Stores, Inc., 
will be opened at 1126 Main Street, Wheeling, W. Va., August 
|. Tais will constitute the nineteenth unit in this chain of 
depar'ment stores. 





EDELSON’S OPEN DEPARTMENT STORE 
Tie A. J. Edelson Company, Inc., has opened a popular 
price department store at Waterloo, Iowa, occupying the 
former Paul Davis Dry Goods Company Building at 510 








~ Comniercial Street. 
the 
: the BOY SCOUTS AS DISPLAYMEN 


To create public interest during Boy Scout Week, a win- 
dow display contest was conducted at Oklahoma City, Okla., 


ittle in which each troop undertook to install a display in support 
orial of the movement. First prize was won by Troop 20 with a 
°s of window display of unusual artistic merit. Sixteen troops 


otos participated in the contest. 





MODEL PLAYGROUND IN SHOW WINDOW 


€ of An exact miniature reproduction of a five-acre playground, 
stra- adequately equipped for use by 300 children, was on display 
fore in the show window of Furchgott’s Department Store, Jack- 


bert HMM sonville, Fla. It was loaned to the city by the Children’s 
Bureau of the United States government for the benefit of 
the Jacksonville Recreation Department. The display can 


, Tes be secured by local authorities everywhere. 
cess, 





Community Window Display Contest 


iture (Continued from page 59) 

‘saa for overcrowding was noted among shoe stores, although one 
‘ of these appeared as a winner through having shown orig- 
nent, inality in arranging contrasting black and white shoe win- 
rest. dows instead of mixing all colors in a confused group. 

A A most novel and crowd-attracting window was that dis- 
viece, played by the leading prize winner, Burden & Company, who 
g at: made an original use of living models. For this purpose 
acili- two remarkably beautiful young women were used, each 

alternating for the period in the window. The model was 

arranged seated in front of a dressing table depicting a lady 
sish about to emerge into the street, and facing a mirror. Lengthy 
rican study failed to show either of these young ladies to move, 
+ this even so much as an eyelash. It was a truly remarkable 
; demonstration of what study and rigid training can do to 

accomplish such a result. 
show In the window, Burden & Company had a large display 
“fea: card stating the questions, “Is She Real?” “Leave Your An- 


swer With Name and Address Inside; Valuable Prizes to be 
Awarded.” To show the vast number who had been deceived, 
tank many actually stated that they thought they were looking at 
as al a wax figure. One of the large supply manufacturers who 
part: happened to make a hurried business call on Mr. Burden, 
said on one of the days, “Mr. Burden, you know I think that 
figure looks almost real?” 


nati, National display contests have been conducted for some 
> dis time by various national advertisers, associations, manufac- 
traffic turers and publications with the awards to be made from 
serv: photographs, but it seems that this popular method of ar- 


fanging community contests engenders not only friendly 
methods of competition, but also directly helps in enlarging 
the business of the merchants. 

_ It is also possible for the judges to make a better selec- 
tion as the choices are made .right from the actual windows 
with the true color, merchandising and lighting values. 

It is to be hoped that many more of these contests be 
held and that they be made annual events wherever started 
8o that the display manager and merchant can always be in- 
spired by the thought of improving his display skill and 
talents which directly benefits all by increasing the business 
of the store. 

_ In this event as a guidance for other communities, it is 
Interesting to note that every one of the eleven hundred 
merchants in the town were eligible to enter, thus assuring 


. all an impartial opportunity to -gain the fruits of their 
ttorts. 





refore, 





or na 








THE DISPLAY WORLD 61 





Se we A 











LEARN LETTERING | 
AND MAKE MONEY 


This book was 
written by a 
master artist to - 
promote the 


money - making 


side of artistic 
lettering. Cut (> 
shows one of 
the many illus- 


trations used to 

develop the speed and 

art essential to success 

in making show cards, 

signs, posters, display 
cards and advertisements. 


“LETTERING FOR COMMERCIAL PURPOSES,” 
by Wm. Hugh Gordon, sets forth as simply as possible | 
the methods found most practicable in the production 
of show cards, posters and advertising matter for single 
copy jobs or process reproduction. Non-technical, a 
thorough and complete manual of instruction in this art. 
‘Endorsed by all leading show card writers and poster 
artists and by teachers of show card and poster art. 








Get a copy now and start soon to make money. 


| It Covers 
Both 

Pen and 
Brush 

Use 










Contents covers Modern Lettering, Classification of 
Letters and Types, Some First Principles in Lettering, 
Brushes and Pens for Lettering, The Potentiality of a 
Show Card Writer’s Brush, First Principles in Show 
Card Writing, Colors and Their Preparation, Some 
Ideas for the Amateur in Show Card Writing, Arrange- 
ment and Balance in Show Card Lettering, Diagram- 
matical Analysis of Letters, Rapid Single and Double 
Stroke Numerals, Economy of Motion as an Aid to 
Speed, Modification of Type Faces Adapted to Brush 
Work, Italics in Speed Letter- 
ing, Graceful Swing vs. La- 





borious Draft in Lettering, Thorough 
Speed Limit in Lettering Show Complete 
Cards, Fundamentals of Speed Authoritative 
Work, Poster Styles of Letter- 

ing, New Alphabets vs. Old, 176 Pages 


The Show Card and the Show More Than 200 
Card Man, Illustrative Stunts Plates 

for Show Cards, Motion Pic- 
ture Titles and Their Prepara- De Luxe Bound 


tion. Only $3.50 
ORDER YOURS NOW Per Copy 











BOOK DEPT., SIGNS OF THE TIMES, Cincinnati, Ohio. 


Gentlemen: Enclosed find money order for $3.50 for one copy 
of Gordon’s LETTERING FOR COMMERCIAL PURPOSES. 
Ship at once postpaid to following address: 
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THE NEUSTETER COMPANY 
DENVER, COLORADO 


Requires the Services of a 


Display Manager 


To the man experienced in women’s wear, we offer in our 
modern new store a great opportunity. Give details in your 
first letter as to present connections, past experience, salary, 
etc. All letters considered confidential. Wire or write to the 
attention of Mr. H. Maurice Weiland. 


. 


WANTED 
Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 











FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 








Two Good Combination Display 
Men and Card Writers 


for large Southern department store. 
Client owns one of largest and most 
successful department stores in South 
catering to popular-priced trade, doing 
approximately volume of five millions. 
These men will jointly have charge of 
all interior and exterior displays. New 
store with strictly modern front and 
fixtures. They will be given the ‘re- 
quired assistant, but one of them will 
have to arrange good, heavy trims 
while other man should arrange fancy 
displays. Client will not pay big 
salary at the start but is willing to 
pay the right men the highest salary 
when they prove ability. Prefer men 
with thorough department store train- 
ing now first assistant to some big 
man, but ready to step out and become 
display managers themselves. One of 
these men should be able to build 
backgrounds and create fancy displays 
in our own display department. Apply 
by letter, giving full details such as 
age, past experience, salary expected. 
Also send pictures of trims inside and 
out, as well as show cards you have 
actually installed. 


ALFRED J. SILBERSTEIN, Inc. 
116 West 32nd Street 
- New York City 





WANTED 


Salesmen selling fixtures and 
flowers to handle a most com- 
plete and fast-selling line of win- 
dow display fabrics. Our liberal 
commission arrangements should 
prove a decided increase in your 
present income. All answers will 
be considered strictly confi- 
dential. 


MENDELSOHN 


Textile Corporation 
156 W. 45th St. New York City 








WE WANT TO SELL 
ANYTHING 
YOU WANT TO BUY 


in the way of books on draping, 
show card writing, lettering, etc. 
A complete ready reference library 
at the disposal of any displayman 
or card writer makes his work 
easier and provides a source of 
ideas and suggestions that will de- 
velop great improvement and orig- 
inality. Address, “B. O. B.,” 


Care The DISPLAY WORLD 











POSITION WANTED — Displayman and 
card writer thoroughly familiar with de- 
partment store and general lines desires 
connection with live wire store in small 
or large city. Five years’ experience. 
Prefer South or West. Best reference. 
Address “S. M.” 
Care The DISPLAY WORLD 


POSITION WANTED.—Young man with 
seven years’ experience in the execution 
of high-class displays, desires to make 
permanent connection with a live concern 
located in one of the larger cities any- 
where in the United States. Address re- 
plies to “D. P."—Care The DISPLAY 
WORLD. 




















DESIGNER AND CONSTRUCTOR 


OF 
MECHANICAL DISPLAYS 


GEORGE ANDREW McFADDEN 
Studio: 1023 Middle St, 
Bath, Maine 








FROOM’S 
COLOR CHART 
With VALUE SCALE 


Forty colors, shades, tints and com- 
plementary mixtures. An invaluable 
help in solving color problems. 
Complete with explanatory text ex- 
plaining color harmony by analogy, 
contrast and balanced contrast. Sent 
postpaid anywhere for $1.00. Address 


FROOM-EMERY CO., 
535 F St. San Diego, Cal. 








WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well know2 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adapted for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC. 
36 East 21st St, New York City 





—— ws 





FORMS FOR MAY OPPORTUNITY EXCHANGE ADS CLOSE MAY 5TH 













30 
Our Windo 
easily put 
All our pr 
old leaf nm 
fil. Send 


636-Q So 


Window T 
to sell a 
priced, goc 
Write 


RETA 
3 West 42 





s 
The Plz 
geles, Cal. 
reproductic 
of many st 
French hea 
is designe: 
manager. 


“Eddie” 
coast in th 
nected wit 
of the dis; 
poration, 1 
latter is ay 
show wind 


$500 DIS 


Clarence 
city, selling 
wide winde 
Prizes as f 
Prizes of $ 

An intes 
body, whet! 
are not ste 
Purpose of 
sense provi 

Displays 
October 1, 
only. Nan 
play shoul 
photograph 

The jud 
and groupi 
and sales y 
Economist ; 
Edward 
Ninners w 
Plenty of ¢ 

Free dis 
€ furnishe 
descriptive 
the above ; 








1926 


, 


S 

in- 
15 
ilk 
ed 


ng, 
tc. 
ary 


rith 
ion 
ake 
ern 
ny- 
re- 


AY 


& 


to 
wo 
1¢S, 
sly 


uld 


ent 
red 


ity 















April, 1926 


THE DISPLAY 








WORLD 








SALESMEN 
to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 





SALESMEN WANTED 






An old established and reliable Display Fixture house is seeking the services of men who 
can devote part of their time to selling Display Equipment—only men who are inde- 
pendent of any permanent or full time employment will be considered. These men are 
now either engaged in a business of their own locally or are acting as state or local 


selling agents for reputable concerns. 


We are not interested in window trimmers permanently employed who want to sell 
display fixtures on the side, unbeknown to their employer, so unless you can acknowledge 
your association with us in a business venture of this kind and are prepared to put forth 


an earnest effort, please do not answer this ad. 


Give’ full information in your first letter with our assurance that if you do not measure 
up to our requirements, your application will be considered confidential. : 


Address 
“C. H. L.,” Care The DISPLAY WORLD 








300% TO 500% PROFIT 
Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
old leaf mounted on very high grade tin 
Bil Send for literature, prices and free 








les. 
CONSOLIDATED SIGN LETTER CO., 
636-Q So. Dearborn St., Chicago, Ill. 

























WANTED 


Window Trimmers and Fixture Salesmen 
to sell a new Display Specialty, low 
priced, good profits. Will sell at sight. 
Write 


YOUR OPPORTUNITY 


Want ads run in the Opportunity 
Exchange are read carefully from 
coast to coast and are working every 
minute of the day to fill your require- 
ments . There is no need to put off 
any longer that desire for a suitable 
connection—for a man to fill that va- 
cancy—to buy or sell certain used 
display materials. Let your wants 
be known through The DISPLAY 
WORLD OPPORTUNITY EX- 
CHANGE! Only $1 50 per column 


° WANTED 
Salesmen selling fixtures to carry 


a well-advertised line of Va- 
‘lances and Drape Shades. We 
are an old _ established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 














RETAIL SERVICE COMPANY, 
2% West 42nd Street, New York City 











inch, per insertion, cash with copy. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 

















SPECIALIZING IN DISPLAY CASTS 

The Plastique Advertising & Novelty Company, Los An- 
geles, Cal, are specializing in the manufacture of plastic 
reproductions of trade-marks, also miniature reproductions 
of many subjects for display purposes. A specialty is a new 
French head, finished in natural tints or bronzes. Rusti Conn 
is designer and moulder, and Charles A. Imlah is sales 
manager. 














“EDDIE” STAYS IN FABRIC FIELD 


“Eddie” Stone, as he is popularly known from coast to 
coast in the display fabric field, and who was formerly con- 
nected with the Windotrim Fabrics, Inc., is now manager 
of the display department of the Mendelsohn Textile Cor- 
poration, 156 West Forty-fifth Street, New York City. The 
latter is an old-established firm which has just entered the 
show window drapery field. 





$500 DISPLAY CONTEST FOR STEVENS SPREADS 


_ Clarence Whitman & Son, 21 East 26th Street, New York 
dty, selling agents for Stevens Spreads, announce a nation- 


wide window display contest, the winners to be awarded cash ° 


Drizes as follows: First prize, $200; second prize, $100; two 
Prizes of $50 each, and ten prizes of $10 each. 

An interesting feature is that the contest is open to every- 
body, whether or not the store has Stevens Spreads. If they 
are not stocked sufficient material will be sent free for the 
purpose of the display. The regulations are merely common- 
seise provisions to give everybody a fair show. 

Displays eligible are those shown between March 1 and 
October 1, 1926, photographs submited to be black and white 
only. Name of store, name of displayman, and date of dis- 
play should be plainly written or printed on the back of 
photograph, ‘ 

The judging will be based upon originality of idea, posing 
and grouping of forms, beauty of execution, attention value 
and sales value. The judges are Guss Henning, Dry Goods 
Economist ; I. Eldredge, display manager, R. H. Macy & Co.; 
dward Munn, display manager, Franklin Simon & Co. 
Vinners will be announced and prizes distributed in cash in 
Plenty of time to spend money on early Christmas shopping. 

ree display material consisting of full color posters will 
‘ furnished to all contestants. For further information and 
(descriptive folder write Window Display Contest Editor, at 
€ above address. 














MINIATURE FIGURES FOR WINDOW DISPLAY 

Beauticraft Import Corporation, 23 East Fourteenth Street, 
New York City, in combing the European market for win- 
dow display novelties, secured in Paris the United States 
agency for a most artistic line of perfectly scaled feminine 
figures measuring eighteen inches high. These figures have 
many novelty costumes from lingerie to bathing and no two 
are exactly alike, either in posing or in the costume. National 
advertisers have already placed bids for quantities, although 
they are also exceptionally suitable for department stores 
and specialty shops. The figures, being made of bisque, are 
not affected by sun or heat. They created a favorable sensa- 
tion at the recent International Hairdressers’ convention. 





NEW DISPLAY FABRIC CONCERN 

A dependable house, favorably known in the theatrical 
field, has completed plans and stock after a one year’s re- 
search into the window display field. Visioning the tre- 
mendous growth for such use of decorative cloths they are 
now enabled to offer satisfactory service and are equipped 
to fill the needs of display managers. They carry every- 
thing in stock from satine to metal brocades. This firm, 
Mendelsohn’s Textile Corporation, offers to mail free samples 


.and color cards upon request to their address, 156 West 


Forty-fifth Street, New York City. 





PENNSY SIGN COMPANY INCORPORATES 

The Pennsy Sign Company and Central Institute, New 
York City, have been consolidated by the incorporation of 
both enterprises under the style, Pennsy Sign Company, Inc. 
Milton Roberts, founder of the business, becomes president. 
Other officers are: James Bird, vice-president, well-known 
artist and poster expert; A. S. Felder second vice-president, 
a leader in window display art and John B. Roberts, treas- 
urer, formerly display manager for F. W. Woolworth Com- 
pany and Newberry & Company. J. R. Arnold and Leo E. 
Rosenberg complete the board of directors. . 

The enlargement of the business is being proceeded with 
which will occupy the entire upper floors of the building at 
247 West Thirty-fourth Street, New York City. Day and 
evening courses will be conducted in sign painting, show 
card writing, poster art and window display. Sufficient 
facilities have been provided for a total of two hundred stu- 
dents, and nothing has been overlooked that will impart the 
most modern, practice in the various arts taught. 
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DOINGS OF THE SPOKANE DISPLAYMEN’S CLUB 


; The Spokane Display Men’s Club, Spokane, Wash., held 
its last meeting at the Oasis of the Pacific Hotel and elected 
the following officers for 1926: President, C. M. Green, E, 5 
Burgan & Son; vice-president, George S. Stevens, Culbert. 
sons; secretary-treasurer, V. E. Linden, R. J. Hurd & Com. 
pany; trustees, J. Allyn Dean, The Crescent; A. T. Lacey 
Spokane Display Service, and Earl A. Pendleton, Ow! Dene 
Company. . 

Committees appointed for the same period are as follows: 
Membership committee, C. H. Fogelquist, Fogelquist Clothing 
Company; A. W. Klatt, Spokane Display Service; A, P 
Styff, Blakely Dry Goods Company; program committee, Karl 
Amdahl, Palace Department Store; J. Allyn Dean, The Cres. 
cent ; Earl A. Pendleton, Ow! Drug Company; publicity com. 
mittee, Cyrus Hawver, Tull & Gibbs; A. R. Godfrey, “Went: 
worth Clothing Company. 

Many plans for the coming year were discussed and com- 
plete support decided upon for the United Spring Exposi- 
tion, March 15 and 16, to insure the greatest event of its 
kind in the history of the city. Paul Pugsley, of the Retail 
Trade Bureau of the Chamber of Commerce, was present and 
expressed the deep concern of his organization in the success 
of the event. The displays were to be unveiled simultaneously 
on Monday, March 15, at 8 p.m. 

A wonderful talk on the making, history and use in dis- 
play and the home of Oriental rugs was given by F. E£, 
Kreglow, manager of the Oriental department at The Cres- 
cent. Mr. Kreglow exhibited several beautiful and valuable 
rugs and explained their origin and design. He especially 
mentioned the fact that if the colors of the merchandise dis- 
played on the rug was in the rug, it would seem to be the 
dominating color of the display, no matter if only a little of 
the color was in the rug. This indicates how readily they 
lend themselves to display purposes. 

W. J. Solby, of the American Paint & Wall Paper Com. 
pany, artist, merchant and designer of the most beautiful 
paint store in Spokane, gave a talk on backgrounds. His 
lecture was both interesting and instructive. 

R. J. Franks, of Maxwell & Franks, gave a short talk on 
display lighting. 

There prevails in this city a most cordial feeling among 
the displaymen and all are cooperating to keep Spokane in 
the first rank for excellence of its window displays. 





DECORATVE AND SPECTACULAR LIGHTING 


Kliegl Bros., proprietors of the Universal Electric Stage 
Lighting Company, New York City, have just issued an u- 
usually complete catalogue of all types of lighting equip- 
ment and fitments for the production of decorative and spec- 
tacular lighting effects, including all the necessary equip- 
ment for stage and scenic effects. This booklet has been 
well prepared and should prove valuable to anyone respot- 


- sible for the production and creation of lighting effects. It 


should prove an excellent reference for displaymen generally, 
who today are taking advantage of the value of lighting 
effects in display work. 





Dick Blick, manager of the Dick Blick 
Company, and an old-timer in the dis- 
play and sign game. wants every card 
——_ writer, sign 
=————— writer and 
<= display man- 
: ager to send 
S or a copy of 
es 
1 


~~» 
13 Nom 
a 


ee Eo, 
| 


x his big new 
=) catalog. 
7 The title of 
4) | the new book is 
a “The Book That 
Will Save You 
Dollars.” It is 
fully illustrated 
fia with over 300 pictures of brushes # 
an supplies and is very attractively prin 
en in two colors. It is the most complet 
and attractive book of its kind ¢l 
published. A copy will be mailed po 
paid to any of our readers by sim 
addressing DICK BLICK CO., P. 0. ™ 
437-D, Galesburg, Ill. 
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National 


HUMMING BIRD 


Display Week 
APRIL 26 TO MAY 1, INCL. 


Over $500 in Gold 


and a Hundred Other Prizes 


We have divided all stores in the United States into two groups. Group | 
consists of stores located in cities of 25,000 population or over. Group 2 con- 
sists of stores in cities under 25,000 population. Prizes will be as follows: 


GROUP 1 GROUP 2 
Ist Prize ___$100.00 in Gold Ist Prize ___$100.00 in Gold 
2nd Prize ____ 75.00 in Gold 2nd Prize ___ 75.00 in Gold 
3rd Prize___ 50.00 in Gold 3rd Prize___ 50.00 in Gold 
4th Prize___ 25.00 in Gold 4th Prize ___ 25.00 in Gold 





For each of the next best fifty displays paid for by the entrants and submitted 


we will give one man’s size artist smock with the understanding that the photo- 

outfit complete, consisting of smock with graphs may be used for advertising pur- 

black artist’s tie, similar in design to poses. 

— Ent by leading painters and artists For this event we have an assortment 

Ly See of the most beautiful display material we 
The contest will be judged by the have ever offered to our customers; also 

Chappelow Advertising Company, St. many merchandising ideas to suggest to 


Louis, Mo. All photographs must be you. All may be had by addressing 





Window Prize Contest Department 
DAVENPORT HOSIERY MILLS .- - - Chattanooga, Tennessee 


in Bird 


PURE SILK g Qira 
WEARS LONGER 





























Decorations that will help you Sell | 
more Straw Hats 



















SA45—Imported Straw Mats 


In natural or light green. Sizes 24x36 inches. 








SA38—Straw Hat Fixtures 
Sun Face in full relief. — a 
Made of composition, MPO oo ON ae oes ee 
done in bright sun colors. 
Stand is of composition SA31—Woven Straw Leaf Spray 
green. eledbiaclcker 9 Lesves: woven of straw. i, geee@ 
or 15 inch height. Head Write for a copy with yellow blossoms and wheat. — 
: Pw in smash ; This leaf is the same material as | 
tand is so constructec i 16 | 
that head may be set at O f our Complete ae pra Mat ee ee 
any angle. ‘ 4 
Each with either 9 Straw Hat Circular Be A $ 1.00 
or 15 inch stand $ 9.00 
Dozen ............. 2990300 Dozen ....... 10.00 


The Adler-Jones Company 


649 South Wells Street 




















